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St. Louis, December 31, 1894. 
Chas. W. Knapp, General Manager of THE ST. LOUIS REPUBLIC, being 
duly sworn, says the actual number of full and complete copies of the DAILY 
and SUNDAY REPUBLIC printed during the month of December, 189, all in 
regular editions, was as per schedule given below : 
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Total for month 1,713,700 
** Less deductions 128,065 
Total sold 1,585,635 
Daily average net circulation. ......... 51,149 
*Sunday. 
** All copies spoiled in printing, left over and returned unsold are deducted 
so as to give the net circulation reaching actual readers. CHAS. W. KNAPP. 


(Seal.) Sworn to and subscribed before me this thirty-first day of December, 
1894. My term expires Sept. 7, 1898. JOSEPH G. HOLLIDAY, 
Notary Public, City of St. Louis, Mo. 
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This is a Net Gain of 24,090 Copies over 1893. Ask for Rates. 


THE REPUBLIC, 


Or at New York Office, ST. LOUIS, MO. 
146 Times Building. 
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Circulation 


Stated, Guaranteed, 
Sold and Delivered. 


Advertisers billed for the exact number 
of copies in which their advertisements have 


been inserted. 

The price per line per thousand copies 
known before the advertisement starts, and 
the exact number of copies in which it has 
been inserted known at the end of each week. 

Advertisers know just what circulation 
they receive each insertion and pay accord- 
ingly. 

The size of the bill is governed entirely 
by the amount of the circulation. 

We sell the circulation of the 1400 local 
weeklies of the Atlantic Coast Lists. 

Two-thirds of a cent per line per thou- 


sand copies on orders of $250. 
One-third of a cent upon $5000 orders. 
One electrotype, one order does the busi- 


ness. 
ATLANTIC COAST LISTS, 


134 Leonard Street, New YorK., 
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AN ADVERTISEMENT CON- 
STRUCTOR. 


Not very long ago PRINTERS’ INK 
invited such as considered themselves 
expert in the construction of advertise- 
ments to prepare a page announcement 
setting forth the merits or probable 
usefulness of ‘‘ The Little Schoolmas- 
ter’’ as a medium through which a 
publisher seeking 
the patronage of 
advertisers might 
judiciously avail 
himself with prob- 
able profit. The 
sufficient remuner- 
ation offered was 
permission to ap- 


pend the name of 
he advertisement 


Titer, in a con- 
spicuous manner, 
in connection with 
the product of his 
pen, in such a way 
as should not fail 
to make the author- 
ship known to ev- 
ery reader. Sev- 
eral writers availed 
themselves of the 
privilege, and a se- 
ries of advertise- 
ments of consider- 
able merit was the 
result. Some of 
the announcements 
prepared were of 
great excellence. 
Among those who sent contributions 
was Mr. John Cutler, whose r- 
trait is here given. Mr. Cutler is a 
resident of Newton, Mass., 27 years 
of age, and for seven years has been 
employed upon the Boston Hera/d/ in 
general work on the editorial floor 
and sometimes as a reporter, or in 
the exchange room, working out that 
peculiar service which includes pre- 


Joun CuTLer. 


paring information needed for deal- 
ing with ‘‘letters from the people,’”’ a 
department that forms no uninteresting 
feature of the great and excellent daily 
which he has served. For the past 
four or five years Mr. Cutler has paid 
a good deal of attention to the subject 
of advertising, and is so much inter- 
ested in it that the idea of some time 
making it a specialty is one that he has 
often entertained. 
To every one com- 
petent to judge, 
who has happened 
to take notice of 
the series of half a 
dozen or more ad- 
vertisements pre- 
pared for PRINT- 
ERS’ INK by Mr. 
Cutler, it has been 
apparent that he 
possesses a peculiar 
ability for singling 
out and making 
prominent such 
points as will most 
benefit the adver- 
tiser to have made 
conspicuous. Spec- 
imens of his work 
may be turned to 
in PRINTERS’ INK 
of Oct. 31, Dec. 5, 
I2, 19, 1894, and 
Jan. 9, 1895. He 
wastes no word, 
but carries convic- 
tion with every 
sentence. 

PRINTERS’ INK expects to see Mr. 
Cutler become a great deal better 
known in the world of advertising than 
he is at present, and believes that such 
a condition of affairs will come about 
in the near future. 

Two circumstances are very much 
in his favor. He is young, and he 
has received his business training in 
Boston, 
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A SMALL EXPERIENCE WITH A MORAL. 


‘*T want some shaving soap.”’ 

“* What kind ?’”’ 

‘*Williams’,’’ I replied without a 
moment’s hesitation. ‘‘I never bought 
shaving soap before, but I want Will- 
iams’ because I have seen it adver- 
tised so much.”’ 

The druggist showed me a case full 
of shaving soap with ‘‘ Williams’ ”’ in 
the front row. I looked at several 
other soaps, but did not recognize the 
name of any, except Pears’. I hesi- 
tated a second whether it should be 
Pears’ or Williams’, pondering that 
I had a very favorable impression of 
Pears’ soap, as for the complexion, 
but never ad seen anything about it 
as a shaving soap, and so I boughi 
Williams’. 

Then the druggist showed me 
shaving brushes. I knew nothing 
about them—never had seen them ad- 
vertised anywhere—and I bought the 
cheapest one I could find. On the 
soap I had paid a price higher for 
Williams’ than any of the other soaps 
would have cost me. But I was satis- 
fied with my soap purchase—felt un- 
certain about the brush purchase, and 
wondered why brushes were not ad- 
vertised. 


‘*Only brush advertised is a tooth 
brush,’’ said the druggist when I 
broached the subject—‘‘no hair 
brushes, no nail brushes.’’ 

But when he showed me a some- 
body’s ‘‘Common Sense’’ tooth brush 
that he said was advertised, I didn’t 
recognize the name, and I don’t re- 
member it now. Do you suppose I 
could forget Williams’ shaving soap? 
And yet I never had read a Williams’ 
shaving soap ad through, nor do I 
know any reason why it is better than 
any other shaving soap, except that it 
is advertised, which is reason enough. 
Unconsciously and spontaneously I 
believe in anything that is exten- 
sively advertised year after year in the 
best mediums, and cool analysis sus- 
tains my confidence—an article that 
can stand the search-light rays of pub- 
licity must have real merit ; if it can 
afford to pay heavy advertising bills, 
it shows the people who have tried it 
once keep on buying it, and I am 
willing, you are willing, every one is 
willing to pay more for an article we 
know than one we don’t know. 

Query. Why don’t some one ad- 
vertise brushes ? 

ADDISON ARCHER. 
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Readers have means with which to 


buy the best there is. 
tell SUN readers about them. 


discriminating, though. 
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DENVER, COLORADO, 


is a high-priced paper, in its make-up. It 
is gotten up in the best style and at high 
cost. The quality is there. Its advertising 
terms, however, are cheap. It produces 
the best results for advertisers, and is used 
by those discriminating purchasers of adver- 


tising space who want absolutely the best. 
Keericiee 
ASS 
For Rates, address 


THE ROCKY MOUNTAIN News, 


oR DENVER, COL. 
HENRY BRIGHT, 
11 TRIBUNE BUILDING, New York. 
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A Wonderful A Group of Able 
Literary Writers and 


Field ase Artists 
Overland Monthly, 


THE ILLUSTRATED MAGAZINE OF THE 
GREAT WEST. 
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Established 1868. 


If you have that to sell which can be sold by advertising, the 
OVERLAND has a field and a constituency that is not equaled 
by any or all the journals of the Pacific Coast. We can prove to 
you that advertising in the OVERLAND PAYS. 


The Overland Monthly Publishing Co., 
San Francisco, California. 
«é-¢>*43<3 
FRANK E. MORRISON, 
Eastern Advertising Agent, 

500 Temple Court, New York. 


A New, 1014 Boyce Bidg, Chicago. Make 
Vigorous a Good 
Management Magazine 
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WITH BRITISH ADVERTISERS. 
‘By Henry Cowen, 


The year which has just closed has 
been fraught with many obstacles to 
the men who make advertising an es- 
sential part of their business, as there 
has been a scarcity of ready cash float- 
ing about, and consequently current 
sales have been fewer and of less mag- 
nitude than is their wont. The manu- 
facturers have felt that the strikes 
which have abounded throughout this 
realm of England have acted in a 
remarkably detrimental manner to- 
wards the pleasant conduct of their 
trade; and, in fact, all merchants, 
whether manufacturer, wholesaler or 
retailer, have not had the encourage- 
ment that they have been accustomed 
to. On the whole, however, the sum 
set apart for the obtaining of publicity 
has not, in many prominent cases, been 
diminished, as those who have their 
heads put on in the proper condition 
have seen that their success—perhaps 
not immediate, but in the future—de- 

nded upon their putting on a bold 
ront, and persistently keeping their 
names and businesses prominently be- 
fore the public. And they have shown 
themselves to be perfectly right, as 
now that trade has picked up, and is 
continuing to improve, they are reaping 
the results of their audacity. 

* a * * - 

There has been a general improve- 
ment in the style of announcements 
during the year, and most large adver- 
tisers show a very creditable desire to 
place before the public a series of ad- 
vertisements brimful of interesting 
facts respecting the products which 
they wish to sell, and great care has, 
as a rule, been expended on their 
preparation, so that when they appear 
in the magazines and daily papers, etc., 
it is a pleasure to peruse them. The 
proprietary medicines, with one or two 
exceptions, have been advertised in a 
much more attractive way than hither- 
to, and this is saying a great deal, as 
most people interested know that this 
kind of writing is not easy, the expres- 
sions and other attributes being, so to 
speak, limited. 

* a * = x 

An important factor in the at- 
tainment of a wished-for result is a 
good and easily pronounced appella- 
tion for an article which it is intended 
to sell. Several good things have seen 


the light of late, but more than one has 
been heavily handicapped by the awk- 
ward or transparently nonsensical 
nature of the title. A fanciful name, 
combining something which will give 
some clue as to the composition of the 
article is the best which can be thought 
of, as it impresses probable purchasers 
as to its nature, and the word, not be- 
ing one in ordinary use, can be regis- 
tered, and it thereby becomes the ex- 
clusive property of the person regis- 
tering it. 
* * * * 
One of our most prominent dailies 
persistently refuses to insert an an- 
nouncement of a death having the let- 
ters R. I. P. affixed. After many efforts 
to get the editor to give his reason he 
states that he considers the words an 
invitation to pray for the dead. The 
paper alluded to has one of the largest 
revenues from these announcements. 
* = * # * 


A prominent journal having a weekly 
circulation of something like seven 
hundred thousand, has been giving a 
weekly prize of twenty-one shillings 
(about $5) for the most curious adver- 
tisement culled from any paper; but 
the management have been obliged to 
relinquish it, as some wiseacres dis- 
covered that they could easily invent 
an outrageously funny ad and insert it 
in a newspaper for sixpence, and then 
win the larger sum thereby. Thus is 
killed a laudable object. 

* * ~ * 

So far as retail advertising is con- 
cerned, the services of the men who 
make the preparation of ads in connec- 
tion with this branch of commerce 
their especial business are apparently 
to be seen, as this has shown such an 
improvement over any previous year. 
This remark applies more particularly 
to the country trade. Some, indeed, 
show that they are very apt, like Silas 
Wegg, in the art of dropping into 
poetry, and one impresses upon his 
patrons that to succeed it is necessary 
to follow this axiom : 

You must scientifically ply 
The little advertising fly. 

The author of this is very strong 
when anything savoring of the much 
worn-out Isaac Walton method of 
passing away time is mentioned, to 
wit, angling ; and he happened to be 
reading PRINTERS’ INK in this office 
the other day, when his eagle eye 
rested upon one of Mr. Charles Austin 
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Bates’ ads. Without any Le 
time to think he ran off the following, 
which, as it shows that some adver- 
tising experts are possessed of some 
grace of diction, I think it worth while 
to transmit it to you in this letter : 

Charles Austin Bates 

Secures good rates 

For the work of his pen and his brain ; 

For it’s money well spent— 

Without cause to repent— 

And always results in a gain. 

He Bates his line 

With language fine, 

Which no fish in the market withstands ; 

But nibbles away, 

Till under the sway 

Of the merchant, who instantly lands. 

+o 


ONE WAY TO LOSE CUSTOM. 


I go to my meals past a finely 
arranged show window in a big gen- 
eral store. The other day I noticed a 
lot of ties in the window marked, 
‘““Worth 50 cents; choice for 25 
cents.’ I didn’t particularly need 
any ties, but each time I passed that 
window I looked at those ties till final- 
ly I concluded to invest. I went in 
and found a counter, presided over by 
a saleswoman, which was covered with 
ties. A gentleman was standing there 
making selections and had a handful 


already picked out, while the sales- 


woman watched him. _I made my se- 
lection and handed her half a dollar. 


‘‘That is right; thank you,’’ she 
said sweetly. 

‘* But I gave you half a dollar,”’ I 
explained. 

‘“‘That is right,’’ she said; ‘‘ this 
box and this and this,”’ selecting dif- 
ferent boxes here and there among the 
array, ‘‘are twenty-five cents, but all 
the rest are fifty cents.”’ 

I lacked the nerve to order her to 
hand back my half dollar, but the 
gentleman beside me did not. 

‘* How much are these ?’’ he asked. 

‘You have selected the fifty-cent 
kind,’’ the saleswoman answered. 

‘*Then you may keep ’em,”’ he said, 
throwing down the ties he had selected, 
‘*and you won’t play that game on me 
twice.’”’ 

I got my tie and walked out of that 
store never to enter it as a purchaser 
again. Since then I have taken pains 
to notice that one of the ties in the 
show window is exactly like the one I 
bought, and if I was compelled to go 
without a tie or buy it at that store I 
should go without gladly. This is not 
the first time I have known the same 
dodge to be played, but I cannot be- 
lieve that it ever results in securing 
permanent custom. It certainly did 
not in this case. MILLER PURVIS. 

AS 5% 
IF you expect’the world to know 
You’ve aught to sell, you must say so. 





A DOCTOR OF ADVERTISING AND AN AD-SMITH, 
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A ROSY ROMANCE, 
Cuicaco, IIl., Dec. a1, 1894. 
Editor of Printers’ Ink: 

I noticed in Printers’ Ink of Dec. 19 the 
experience of “* Long Island ”’ in distribution 
of liquid samples. In July last I took a 
contract from the Norton Remedy Co., of 
this city, to distribute 125,000 booklets, to be 
put into every house or family in the best 
part of Chicago. I hired two young men, 
and worked with them every day and saw 
that the work was done as I contracted for, 
and I can say honestly that not one booklet 
was thrown away or destroyed. 

We started to work the South Side first, 
working from Van Buren street south to 
cw street, working east and west from the 
ake to Wentworth avenue. 

The North Side from the river to Graceland 
ave., working east and west from the lake to 
Milwaukee R. tracks. I am sure we did 
not miss a house, of even a person on the 
street in the entire territory. On our daily 
= we rar across other distributors, for 
other printing matter, who would throw the 
matter into front yards and doorways by the 
handful, and skip from block to block; and 
under the steps of one house we found 2,000 
booklets of a well-known medicine. 

It took us just three weeks to put out the 
booklets. y contract was for $200. The 
cost of the booklets was $250. Total, $450. 

The booklets advertised three remedies: 
rst, ‘‘Pomaria Fruit Laxative.’ 2d. “‘ Pile 
Pomade.” 3d, “‘ Silver Moon’ Female Reg- 
ulator. The total results were, as I learned 
to-day, from the president of the company: 
Sales from the three remedies in this city: 
ist, “ Pomaria,” 13 = at $40.80 net to 
j rs. 2d, “Pile Pomade,” rx gross at 
$81.60 net to jobbers. 3d, “* Silver Moon,” 14 
gross at $81.60 net to jobbers. Total amount 
of sales from August rst to December 1st, 
$2,325.60, and all from the distribution of the 

klets, no other advertising being done. 
The demand was from the consumer to the 
retailer, and from him to the jobber, as no 
soliciting was done by the company, as they 
only sell to the jobbing trade. 

‘o show you the results of the booklet 
being put into the house, a lady from St. 
Louis was visiting a friend in this city in 
November, and on her return home wrote for 
a bottle of Silver Moon, stating the circum- 
stance of her visit, and finding the booklet on 
the parlor table in the house of that friend; 
so you can see if the work is done well, good 
—. must pet : tint 

n January I am going to distribute 50,000 
I oz. ton as samples of “ Pomaria,” and 
put them into homes where, in my judgment, 
they will bring returns. In the gloamin of 
the winter I will write you the results. y 
duty was to do the work and do it well. 

Yours respectfully, Cuas. H. NicHot, 

Rialto Building. 


AN INSULT TO INTELLIGENCE. 


Harovinc Sicn Co. 
Wurtssoro, N. Y., Dec. 25, 1894. 
Editor of Printers’ Ink: 

I inclose ten cents for that year book issue. 

It seems that a censorship still prevails 
among the powers that be. 

Every friend of Printers’ Ink should, in 
my opinion, say a word to them to show that 
the “Little Schoolmaster” is appreciated, 
and that any such unjust denial -of its rights 
to circulate is considered as an insult to the 
intelligence of itsreaders, With best wishes, 
lam, G. F. Harpinc. 


AFTER MANY YEARS. 
. A. Rocers, Druggist 
J West Side Squae t 
Kenton, O., Jan. 1, 1895. 
Editor of Printers’ Ink: 
Does advertising By? The followin 

sketch will answer: During the year 1859 
advertised in a weekly paper: 





A FINE ARTICLE 
oF 
OLD MONONGAHELA_WHISKY 
FOR SALE 
At J. A. Rocsers’ Druc Store, 








The wheels of time rolled on thirty-six 
ears. E. S. Miller, editor of the sprightl 
ittle daily—Kenton Repudlican—in searc 
of an item, resurrected a file of old papers 
of 1859. His eye caught the ad above re- 
ferred to. Straightaway he dropped the file, 
made a bee line to my store and called for a 
bottle of the old Monongahela. 
J. A. Rocers. 


—— +o 
BUT HE ADVERTISES LANE. 
Boston, Jan. 2, 1895. 

Editor of Printers’ Ink: 

Inclose an advertisement that is about as 

culiar a one as I have ever seen. The 
usiness in which Lane is engaged is not 
mentioned, and it even looks as if Lane had 
made a deal with the local street railway 
that would benefit him more than his own 


ELECTRIC CARS 
Pass My Orrice Every Twenty Minutes. 
FOR ONE WEEK 
If you trade soc. you get a return ticket. 
If you trade $1 you get two return tickets. 
Tell the conductor to stop at 


LAN E’S, 78 to 79 North 


Church Street. 
- Umpretia To Car in Wet WEATHER. - 








The closing proposition is unique; 
d from the recent memorial 
utland Herald. 

Henry Kuuns. 


business. 
the ad was clip; 
number of the 


ee 
THE RETAILER AHEAD, 
New York City, Jan. 3, 1895. 
Editor of Printers’ Ink: 

Any one who studies the average trade 
paper can see how far ahead of his jobber 
and manufacturer the retailer has come to be 
in the matter of interesting advertising. 
Any one can print it, but amy one cannot write 
it. Joun NICHOLSON. 


———_ +o 
* DON’T BE A CLAM.” 
ALEXANDRIA, Mo., Jan. 1, 1895. 
Editor of Printers’ Inx: 

Some years ago Frank Siddall ran a1 
advertisement in the magazines and hi a 
class — wherein he used the maxim: 
** Don’t a Clam.” After the big display 
had been before the public until they became 
familiar with the man and his goods, the ad- 
vert » in its , disapp d, 
while its motto continued ri ht along in. the 
leading publications. So educated had the 
people become that they knew all the rest in 
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connection with “Don’t be a Clam.” The 
motto appeared in heavy type, and for nov- 
elty I have never seen its superior. 

Yours, ASPER BLINES. 


THE PROFESSOR’'S CIRCULAR. 
W. E. Krum & Co., 
Strictly Union-Made Cigars. 
REapING, Pa., Dec. 31, 1894. 
Editor Sf Printers’ Ink: 

We notice that some of our merchants are 
taking advantage of Printers’ Inx’s ready- 
made ads, and we trust with good results. 
The one entitled “Truth in Kavertising” 
seems to be a general favorite, and its author 
can therefore ae 1 either pleased or conceited 
that other people imitate him. 


7 
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AN EXPRESS PUZZLE. 
New York Crry, Jan. 8, 1894. 
Editor of Printers’ Ink: 

What curious rulings express companies 
have. Recently the writer had occasion to 
send out booklets extolling a proprietary 
medicine. With the books were to be sent 
advertising cards, printed on cardboard, also 
thin steel enamel cards bearing the same 
matter as printed on the card. 

These books and cards were intended to be 
sent to druggists throughout the country. 
The books to be distributed to boom trade, 
the card signs to be hung in the windows, 
and the steel signs to be tacked up, either 
in the store, on the building or elsewhere. 
Believing that the assortment consisted of ad- 
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-U. HOKE, 


350 North 6th Street, READING, PA. 








For originality and downright ulling 
powers we inclose a copy of Prof. Hoke" s 
circular, and if worthy of a production in 
Printers’ INK we would like to read your 
comments or criticism of same. We are not 
positive of its author, but are inclined to 
attribute it to an elderly gentleman of this 
city who formerly ranked as a preacher, but 
later became a newspaper writer and the 
author of quite a collection of poems. Dur- 
ing his spare moments, we understand, he 
resorts to the writing of advertisements for 
local dealers, and undoubtedly the Hoke cir- 
cular is a sample of a diversion. 


. Krum & Co., K. 





vertising matter, suitable boxes for packing 
were ordered, and application made for the 
advertising matter rate from the express com- 
pany. When their representative called he 
asked to know just what was in the package, 
arid when shown the steel signs said that 
their being in the package would debar me 
from the rate asked for, because the tariff 
considers as advertising matter only that 
which is printed, engraved or photographed 
on paper or cardboard. 

he rate on my package, including the 
steel signs, and weighing 80 ounces, as ad- 
vertising matter, would te not less than 30 
cents or more 38 cents, to a majority of 
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the places east of Chicago. Because of the 
pod po me the rate to the same points would 
be from 78 cents up. : 

In order to send the booklets and signs to 
the best advantage, I was obliged to take out 
the steel signs, which weighed but six ounces, 
and forward them by mail. 

A large insurance company recently made 
up a lot of packages of printed matter, which 
included in each one a calendar and match 
box, stamped “‘ With the compliments of —— 
Insurance Co.” The express refused to car: 
them as advertising matter, and the matc 
boxes had to be taken out and sent by mail, 
the rest of the package going by express at the 
advertising matter rate. 

Another firm, making linoleum, recently 
devised an ingenious sign on linoleum, in- 
tended to be hung up as an advertiserrent in 
the store of the dealer to whom it should be 
sent, but were refused the advertising matter 
rate for the reason advanced in the other 
cases. 

Possibly the publication of this item may 
lead the express tariff maker to present his 
side of the case, and if so their representa- 
tives will hereafter be able to tell an inquirer 
why matter stamped or printed on tin, lino- 
leum, etc., and sent for free distribution 
throughout the country, is not just as much 
entitled to the advertising matter classifica- 
tion as though printed on paper or cardboard 
which, afte: all, are composed mainly of 
w lam, truly yours, Peter DouGan. 

aaa edllienins 
ESCAPED 1HE COOKING. 
Cincinnati, O., Dec. 31, 1894. 
Editor of Printers’ Ink: 

This appeared in a Cincinnati paper of the 
29th inst. Isn’t it rather an unfair reflec- 
tion on the probable future state of the late 
ses ator if the Cream Baking Powder had not 

n used in the nick of time? 


FAIR DEAD, 


The Ex-Senator and Milliomaire Dies 
Sudvenlv of Awzhma at 
San Francisto. 
' San Francisco, Déc.2&-+.x-Senator James 
J. Fair, the bonanza ‘miifiionaire died of 
asthma at 11:6 tonight at Lick House. 





in the nick of time the’ cooking was saved 
Phd using Dr. Price's ‘Cream: Baking Pow- 
alter 

Jemes Graham Fair was: born December 
3 1831, near Belfast, Irélaxd. He came to 
this country in 1843, and ‘up 1867 formed a 
partnership with John W. Mackey, L C. 
Flood and Wiiliam 8. O'Brien, the famour 
bonanza hrm. He was elected United States 
Senator from Nevada March 4, 1881. His 
daughter is Mrs. Herman Oel*ichs, of this 
vity. Mr. Fair was the riehest man in the 

nate. 








—Cincinnati Enquirer. 


> - 
RECOMMENDS A UNIFORM RATE OF 

PRINTED MATTER. 

Piatre City, Mo., Jan. 7, 1895. 
Editor of Printers’ Ink: 

Inclosed find 60 cents for postage on six 
Year Books for the Platte County i. 
All printed matter, if mailed at a uniform 
rate, would repay the Department by stimu- 
lating the writing of letters. 

Through such persecutions as publishers 
endure should come a law making but one 


rate on every printed thing. 
Yours truly, * E, Retric. 


PRINTERS’ INK. 


A MILD REQUEST GRACIOUSLY 
GRANTED. 


Office of Pzorta Pustisuinc Co., 
Publishers of the 
“ Pgorta Eveninc Times,” 
314 South Adams St., 
Peoria, Ill., Dec. 31, 1894. 
The Geo. P. Rowell Advertising Company, 
New York City: 
Gents—We would like to correspond with 
you in regard to advertising rates. 
Pgoria EveninG Times, 
J. A. Ongun, Mgr. 
All right ; go ahead. 
Tue Geo. P. Rowe.tt ApvertisinG Co., 
E. F. Draper, Treas. 


——— +e 
TWO BUCKEYE ADVERTISERS, 
Van WeRT, O., Jan. 2, 1895. 
Editor of Printers’ Ink: 

Two merchants in this city have demon- 

strated their belief in catchy signs to attract 

.customers. One is very “novel” indeed, 
and is placed on the plate glass front of a 
stationery dealer’s store, consisting of these 
words: “ This is a Novel Window.” The 
background consists of a large and varied 
assortment of fictitious literature. 

Another merchant is very liberal toward 
his competitors, saying to the public, “ De- 
vide up your trade with other dealers, we 
can’t wate on you all.”’ 

W. S. GuTuriz. 


seasecnsilig tinted eat i aies 
PAINT AND INK. 
“Tue Free Press.” 
Mawninc, Iowa, Dec. 31, 1894. § 
Editor of Printers’ Ink: 
_ A Des Moines sign painter, who no doubt 
is an excellent artist in his line, as well as a 
firm believer in the judicious use of printers’ 
ink, uses the following in the local papers: 


DID 








We ore constant meer 
Sram see aoe. tecegs Wes cmmapenaove 
sae tae reoe 


"=". uv. DOLL, R=8, 











CuarLtes Haworrtu. 


ATHLETICS AND ADVERTISING. 
W. Agg—The use of female athletics is 
like judicious advertising, isn’t it ? 
D. Ullman—I don’ see it. 


W.A 
figures t 


—Don’t see it! Look at the superb 
t result! 





PRINTERS’ INK. 
A CONNECTICUT CASE. 


26 xo. 


Office of “ Tue Day,” 
New Lonpon, Conn., Dec. 

Editor of Printers’ Ink: 

Instances of the inconsistencies of post- 
office rulings are numerous enough. This is 
the way they have affected us in conducting 
a daily newspaper in acity of 15,000. Other 

ublishers may have had similar experiences. 
Under three successive local administrations 
we have mailed sample copies to voters in 
New London County, as many as 1,000a day, 
by simply sticking the names on the papers 
and putting all designed for one post-office in 
a separate bundle, with the address on the 
outside. All that the pa employees 
had to do was to weigh the bundles and throw 
them into the proper mail pouches. One post- 
master never —— any postage for these 
samples at all he fourth one, however, 
compelled us to wrap up and address each 
paper singly, thereby entailing extra work 
upon his clerical force as well as upon ours. 
It is our practice to occasionally sample-copy 
a village or town by mail. nce when we 
attempted to do this the local postmaster 
threw out the sample copies because he dis- 
covered the half-page advertisement of a 
local merchant, claiming that we intended to 
distribute the papers by contract with the 
merchant and thereby had violated the postal 
laws. . Another ruling made by this post- 
master was that at no one time could we mail 
more sample copies than we had mail sub- 
scribers. Although 7he Day has the largest 
circulation of any paper in this vicinity it has 
not more than 150 mail subscribers, and other 
dailies in small cities must be in the same fix. 

A year ago we issued a 60-page souvenir 
with half-tone illustrations and heavy paper 
cover asasupplement to The Day. Each copy 
weighed sixteen ounces. In the absence of 
the local postmaster his assistant ruled that 
we could mail them at second-class rates, and 
we did mail a considerable number under that 
ruling. The next day the postmaster re- 
turned, reversed the ruling, and made us 
ay eight cents apiece on the remainder. 
To find out if this souvenir was entitled to 
second-class rates or not, we wrote to the 
postmaster-general, asking him to decide, at 
the same time sending him one of the souve- 
nirs, carefully addressed and fully prepaid. 
Several weeks later the letter came back with 
a notice written on the back by some sub- 
ordinate to the effect that no decision could 
be made,as the souvenir has not been received 
by the postmaster-general. 

THEO. BoBenwein, Pub. The Day. 
THE MEAN?tST MAN. 
His money drawer got rusty, 
And a friend right keen and wise, 
Advised him it would lubricate, 
If he should advertise. 


Until at last he did it, 
But it made him fume and chafe; 

He cussed that neighbor roundly, for 
He had to buy a safe. 


—— 


Tue man who plans his work, 
Is no mere idle shirk; 
But he who works his plan, 
Is by far the wisest man. 
<o 
How port the one who'd busy be 
Improve while others fail ? 
By advertising, full and free, 
The goods he has for sale,” 
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PRIZE WINNING HUMOROUS ADS. 


The Sunday Tribune's “* Funny Ad” com- 
petition closes with this issue, and the results 
are herewith published. prize of $10 was 
offered for the funniest, the most striking 
bona fide advertisement publi in an 
gues newspaper between Jan. x and 

3 

The dese 0 prize is given to J. D. Bowles of 
Williamsport, Ind., who found the following 
in the Attica (Ind.) Register and submits it 
for a prize: 


REED & HAAS' 
~ Concrete Burial Vaults. - 


PATENT APPLIED FOR. 
at last overcome and the Bye 


Death 
won, 5 ing you are pi i fn one, 
being embalmed and a placed | in one of vot Reed 
& Haas’ Con 4° mee tae 
ug in 


te Burial V: 

can lay in one ott them “as = 
rug”’ until the time cometh an: the One he 
doeth all things well shall say unto you, 
“come up higher.” 

The above Grave Vault is water and vermin 
promt, where nothing dare to molest you, nor 

+ uafraid. In placing a co: ~~ in this 

vault +} fe placing itin your lor—free 
from an: mess and within the reach of 
all. It excels a that is now before the pub- 
lic in this line, and yet so simple. . You will 
now find at any time a full line of the Reed 
& Haas’ Concrete Burial Vaults at 


REED’S NEW PLANT, 
Newtown, Ind. 
Of much the same order is this, from a 


Franklin, Ky., paper, which is submitted by 
Mr. C. E. Hall, of Chicago : ‘ 


NOTICE. 
want to say to the people that Ihave come 


back to Franklin, where I served seven years 
and seven months under John Underwood. 











in 
taking business, and am ‘w 
nice white, plush and Dlabk < cloth caskets for 
all sizes, ge and zoune.! T also ym ey ed 
white oak case t! e best thing th: 
ever been furnished to the Peok le, and th — 
Kee cloth 
old and young, 
and slippers to fit 
sign cooling 
ures and bat menay 4 the unpleasant odor that 
often arises from the «leceased i: I fur- 
nish ones by ple need in my line 
except count ns, don’t make them. 
You can see w att ———- by calling on 

me at Wade’s new build = the ee — 
under Webb’s photograp 
from sixty to seventy coffins re Ef. on 
hand, all of which I will furnish ‘hi in good 
order at press to suit the hard t; 

ours, 


BUD HOUSE, UNDERTAKER. 
—Chicago Tribune. 


— +o 

“Tus indiscriminate advertising of so- 
called ‘genuine reduction’ sales when no 
cut in prices has been made, not only injures 
the advertiser but the newspapers as well, 
because the people, not believin, advertise- 
ments of this kind, fail to res as rapidly 
as the merchant ‘would wis The adver- 
tiser, ei uently, wrongly condemns the 
newspapers he has used and either stops ad- 
vertising entirely or cuts down the amount 
considerably. Advertising special reduction 
sales is all right, but when you do adver- 
tise them see that you have them.”—Reading 


(Pa.) Eagle. 








Ty 

WAITING FOR AN ANSWER. 

From the Outlook, Fan. 5, 1895. 
One day a grand post-office official hap- 
pened to be jing through a Govern- 
and he saw a man standing before 
ng a newspaper. Hours after, 
returning the same way, he was shocked to 
find the same man, | extended, before the 
same fire, still buried in the columns of a 
newspaper. “ Halloa, sir!’ cried the indig- 
nant head of the department, “‘ what are you 
doing?” ‘*Can’t you see what I am doing?”’ 
was the answer. “Sir, I came through this 
office four hours ago and found you reading 
the paper; I return, and you are still wast- 

ing your time in the same manner.” ‘“ Ve 

true, you have stated the case to a nicety.” 
Hereupon the head of the department nat- 
urally fires up. hat is your name, 
sir?” he says. ‘* Well, I don’t know that my 
name isany affair of yours—what is your 
name?” “ Sir, I weal have you to know 
that I am the so-and-so of the post-office!” 
“Indeed! Well, I am very glad to hear it. 
I am, sir, simply one of the public, who has 
been kept waiting here four hours for an 
answer to a simple question, and I shall be 
much obliged if you will use your influence 
to get me attended to.”’ 
- +e 

A NEAT AND NOVEL SCHEME 
Why cannot the Post-Office Department 
adopt a system of double-check on every sub- 
eaiption? Oblige the publisher to hand ina 
statement at the post-office that So-and-So 
has subscribed to his publication for one year, 
this statement being made ona proper blank, 
to be countersigned by the subscriber at his 
own office or residence as a proof of good 
faith in the transaction. The slip could be 
carried by the local carrier a as the receipts 
for registered letters are taken. It would be 
troublesome, no doubt, but there are seven- 
teen millions to defray it, and that sum would 
pay for a great deal of trouble !—Artemus 
Ward, in the Sapolio Monthly for December. 


THE WAY THEY DO IT IN FRANCE, 
From the Gaulois, of Paris. 

Abraham, the wine merchant, called at the 
advertising office of a leading paper and in- 

uired if the big advertisement of Traubel 
the liquor merchant, which that day figured 
in the columns of said paper, was going to 
appear again. 
* Oh, yes !’’ unthinkingly replied the clerk. 
“It has to be kept in for a month.” 

** In that case,’’ said Abraham, “will you 
lease insert immediately below it the fol- 
owing announcement: ‘ Abraham Isaac Ja- 

cob, wine and liquor merchant, supplies all 
the wines named in the above advertisement 
to per cent cheaper.’ ”’ 
—_—_ +0 
In buying a hen it is not possible to count 
the eggs in her; the buyer must take his 
chances. But no man buys a crate of eggs 
without knowing whether dose are five dozen 
ortwenty. There are publishers who want 
advertisers to consider their newspaper a hen ; 
but if an advertisement is worth $1.00 in 1,000 
papers, it is only worth 30 cents in 300 papers ; 
and advertisers ought to know the number.— 
Westbrook (Me.) Globe-Star. 
——_+o+ —__—_. 
Tue Post-Office Department will make no 
mistake if it weeds out half of the trade pa- 
rs of the country.—Ward’s Sapolio Month- 
by. ‘or December. 


PRINTERS’ INK. 


A VALUABLE SIGN. 


Carson, Pirie, Scott & Co., of this city, 
havea large card pasted on the inside at 
every entrance to their big retail store. You 
never see it until you are going out, and then 
it looms up before you like this: 





HAVE YOU FORGOTTEN ANYTHING? 





Many a customer see this, thinks a mo- 
ment, and then goes back to get what he had 
forgotten in the first place. It may be a 
small article, to be sure, but everything 
counts, and, when you have a customer, it is 
so much the more in your pocket if you can 
sell him everything he wants, and not allow 
him to go elsewhere for something he should 
buy from you.— Western Stationer, Chicago. 

—_—_+e+ 

Speak1nG of chestnuts: Does any one ever 
hear nowadays anything more chestnutty 
than the exclamation, “chestnut ”’? 
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Classified Advertisements, 


Advertisements under this head, twolines or more 
without display, 25 cents a line ‘ust 
handed in one week in advance. 


WANTS. 
Ger HOUSEKEEPING. Ads. 


Goon HOUSEKEEPING. Ads. 


A™ VICK’S MAGAZINE, 200,000. 38 Times 
Building, N. Y. 
A™ VICK’S MAGAZINE, 200,000. 
Building, N. Y. 


A DS, VICKS, MAGAZINE, 200,000. 38 Times 
Building, N. Y. 


38 Times 


DS. VICK’S MAGAZINE, 200,000. 38 Times 
Building, N. Y. 

W 4STED Small half-tone cuts. Send proofs 
and prices. DUPORT, North ElmSt., West- 

field, Mass. 


WANT to buy a Democratic weekly ina county 


seat in Ohio, Indiana or Illinois. Address 


C. F. BRANDER, Columbus, O. 


HORT and continued stories exchan; for 
pivertising space. BRUFF LITERARY SYN- 
DICATE, 1028 Arch St., Philadelphia, Pa. 


LAIN, logical ads are the best. I write them. 
50 cents each ; 5 for $2, cash. Will refund 
if not satisfactory. W. J. HUSK, Island Pond, Vt. 


‘THE BUCKEYE CHALK PLATE CO., 52 Frank- 
fort St., Cleveland, O., recoats plates at less 
han 60 per cent original cost. Writeforcire'l’r 


V 7 ANTED—A first-class all around printer. 
Must be an up-to-date jobber. State wages 
and experience. GAZETTE, Hackettstown, N. J. 


H ERE IT [S—A young man with $1,500, who is 
fond of the newspaper business, can hear 
of i dd ‘ing “ A.,” 102 Ridge 





a good of 
Ave., Zanesville, O. 


A®Y first-class concern looking for an adver- 
tising man or ma r may find just the 

perce wanted by dressing ‘“*COMMON 
ENSE,” care Printers’ Ink. 


[= new No. 6 Remington Standard Type- 
writer. Every one who has seen it! e 

want every one to know about it. WYCKOFF, 

SEAMANS & BENEDICT, 327 Broadway, N. Y. 


OUNG man, 3 years’ ei eres in business 
department of city daif¥, desires position 
and is willing to work at_low wares to secure 
one. References and bond furnished. Address 
“ B—2,” Printers’ Ink. 


Q ITUATION wanted by a rapid and accurate 
‘ worker, for three years employed in busi 
ness department of a city daily, experienced in 
handling cash, and can furnish references an 

bond. Address “‘ B—2,” Printers’ Ink. 





PRINTERS’ INK. 


Baty daily on NAnAGES WANTED—By interior 
wspaper ; com 

well eotablisied ce You are de- 

partment. Do t Stes right 

iy can an prove it) to $5,000 

“K. F.B., "B., * Ps orld Bidg. 


eee 


G2 roy. toprieey =e rect can buy une 





if in 
in Colorado 
f 1, 
Shih pla be 
well by right party. “TRAVELER,” Prin 


AN O 
i present style of letter head t 
Joes your le of letter- re} 
carmen # mn manner! Ele- 


ga “ah plate for letter- 
poe iapge i 50. ro 


Bketcl a ment on bee pint Mg 
r wording. 


hagge if not accepted Box V, v, kigin, 1 


Wz E want to convince you you - 
best scheme in cuietenee fe ad 

clearance sale. It isi shrewd, ori 

ive. Costs no more than the old 





r dry shoes, jewelry, Turniture, etc. 
The plan in —. owith four —_ for illustra- 
tion, for size of D wapeper re 
HOLLINOEWORTH & Hats & MATHIE, Laclede Bidg., 


puis figures are good this things upon ee > 
you 


a general ‘advertionr or advertising agent, pay. 
ing from 25 to 50 cents a line por apace i 

add from 5 to 10 per cent to that d bring” your 
ads to us for the most st: and « so rane ive type 


hey : cee of attention tha m chat wil Mo aby ied 
= the increased 
y: onacti 


. A pon You pay 25 

why no’ r cent, say, 

electro. end ecune te ds that 

: hat atiract the ane ads iy : 

Jon’ raway your money f ‘or cont y space, 
and then submit tothe work of unskilled 
positors, with worn and out-of-date type Our 
type includes the popular faces from ieoding 
foundries, and our workmen “ 
ad composition. Then e have a Ax 
rior a nog the ne latest borders, so_effect- 
ively AS peony ads. PATTESON PERI- 
ODICAL ess Work a Bldg, N.Y. 








SPECIAL | WRITING. 


\ 7OULD you like ads? Try my “ed. ih, 
and they will come _ !t’s conjfidentia 
T. HAMMOND, Newport, R. I. 


——— +e 
ADDRESSES AND ADDRESSING. 


E hha —_, ys a ppers, etc., addressed 
4 for malling, very guaranteed. 
J.C. TOWNSEND, Minneapolis, Minn. 

yaaa, cash order agents’ addresses, 
Se 000 REE ved since Oct. 1, 94, just read 
ba aed yet cl ciawsified by States. Only $2. 
quick. 8. M. BO! oodford City. Vt. 


f: ETTERS bough som “sold or rented. Valuable 

lines of fresh letters auase in_ stock for 
rental. Write for lists and Medical let 
ters a specialty. A. LEFFI SWELL & CO., sit) 
Dearborn 8t., Chicago, Ill. 


STREET CAR ADVERTISING. 
J OHNSON’S figures are never beaten. 
e 





A; J. JOHNSON, 261 Broadway, New York City. 


\ 7RITE TO FERREE, First National Bank 
Bidg., Hoboken, N. J. 


{OR street car advert in New England ad- 
F dress M. WINEBURGH, Times Bldg., N. Y. 


VOR Street Car A ~~ Advertising. everywhere, 

GEO. W. LEWISCO., Girard Bidg., Phil’a, Pa. 

Br inducements for advertising on the ele- 
vated railways New York, Brookiy: nm and 

street cars everywhere. Rates an 

sketches free. COHN BROS., Temple Court, « Al 
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BILLPOSTING AND DISTRIBUTING. 
Vyrrs 200,000 beats billposting, coz it’s per- 
manent. 

yick’s 200,000 beats billposting, coz it’s per- 
manent. 

V ICK’S 200,000 beats billposting, coz it’s per- 
manent. 

yes —_- beats billposting, coz it’s per- 

advertising distributor. 


, St. Louis, Mo. 


PRINTZ, gistripator. of advertising matter. 

i 730 9th St., N ae D.C. 

Cass eccien ited, signs nailed up and 
general advertising done. For 

and pen astro SLOAN F, Adver- 

tising Agents, In Pa. 


R. a. 1, JQUNSTOR aye 


BOOKS. 
LD books bought and sol and sold. Send 
list. Address A. J. CRAWFORD, 312 
7th St., 8t. Louis, < Se 


DAtine _- ral 18, 8m mee 4 
eneral adve 
cents. eddress PRINTERS’ INK, » 
Bpruce & 8t., New = 
NATIVITY BY “ZACHARIEL,” the Astrolo- 


, may be all to bi 
wif sipardec ladon from bape Br 


for 
orth 


ure from success. it is not a cheap aitnir 
(in no ome of the word), but it does not cogs 
uch to | all t about it. 
Zacharie 1's booklet A them, and that is 
— the dime it costs ~ its own sake. It re- 

2 InK in this: it stimulates 

Showers A man of brains 8 enjoys that. That’s 
+d zs ind he we I want to send for the booklet. 
NK. 


advertise in 
is SCHWABACHER. Box C 1254, New Orloane, la. 


TO LET. 
YANK: Roston. Space. if 





Vrs MAGAZINE. Space. 


V/ICE’S MAGAZINE. Space. 


yu MAGAZINE. Space. 


yicks MAGAZINE. - Space. 


_eeeens TYPEWRITERS. 327 B’way, N. Y. 


Gm HOUSEKEEPING. Space. 
H. P. HUBBARD, Megr., 38 Times Bldg., N. 
OOD HOUSEKEEPING. Space. 
H. P. HUBBARD, Mgr., 38 Times Bidg.,N. ¥ 
+e 


PREMIUMS. 


Vick’s MAGAZINE (200,01 (200,000) is an attractive 
premium. 38 Times Building, N. Y. 
TICK’S MAGAZINE (200,000) is an attractive 
premium. 38 Times Building, N. Y. 
Ves MAGAZINE (200,000) is = attractive 
premium. 38 Times Building, N .¥. 
Vick’s MAGAZINE (200,000) is an attractive 
premium. 38 Times Bui ilding, N. Y. 
Few premium pur and direct sale—The 
world’s famous Lalla Kookh Dress Cutting 


System. Nothing so lar for increasi: 
scription lists. "We contro 1 its c—— = ~ Ag 


jum pi 
Eeorts — machine. wy only pace) low- priced 
ntirely new ; j pai —y~ |] ev- 


ery pt Re Zé to your pay 
come a a , The Oxford “ Tam rod 


cal use. 
factured. 

as in 
chine 

FAVORITE MANUFACTURI 

338-344 Wabash A’ 


ve., 





The only machine of = class manu- 
Ranch inding _ 
? pin. 
NG CO., Dept 8. 538, 
pai 
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NEWSPAPER INSURANCE. 
HE YANK, Boston, Mass., wards off business 
Ts 60,000 monthly. 


42> 





FOR SALE. 


One owe sy | gprciaiiies. A. B. 


3. 50 BUYS 1 INCH. 
+ WOMAN’S WORK, A 
a — hg job office ; 18 miles 
out ; modi eT newepeeyr Jobo PHENIX, 
Printers’ Ink. 
FOR SALE—A com mplete coun’ uae 
outfit, nm hearty’ new, ! for less than 
a 296, Media, 
6é ir her Pown-twiaizSanoam Seattle has one 
of the four “guage of the Pacific 
Coast.”—Harper’s 


copies Proven. 
thens, Ga. 


writer. A 
a a aay 


le WYCKOFF 


rated into 
MANS & BENEDICT, 327 Broadway, New Ey SEA 


4 be 9 ting machine, improved _pat- 
Been used ust 0 ne year. Is in 
first-class 0 order. oo come ete font of jo point 
le goes 
8 Pa? "Pecause we must cat oneier pe. 
TELL, RUSH & CO., Pittsburgh, Pa. 


ELECTROTYPES. 


ICK’S MAGAZINE, NE, N. Y. Y. Has all sorts of 
floral electro lectrotypes. 


Vick's MAGAZINE, N. Y. Has all sorts of 
floral electrotypes. 


yrs MAGAZINE, N. Y. Has all sorts of 
floral electrotypes. 


V"foral electrotypes. N. Y¥. Has all sorts of 


parte 50 - ons t our best half-tone portrait. 
its * rices as a ing. 

Write us aoe wants. 1CAGO Lt ng ‘0 
GRAVING CO., 185 Madison § St., Chicago 


ra you are an advertiser ge get Craske’s nities = 
lectros. Work and prices the best. 

can ask Johnston, of ters’ Ink. ‘Address 

CHAS. CRASKE, 45 & 47 Rose 8t., New York. 


fg tS ke atch the Sas 
We ads so a : catc e eye 
and also furnish electros. JOHN: 
STON, Printers’ Ink Press, io ron Ste “y ¥ 
OU » hwnd — your own - but one thing 
can’t make your own cuts. 
Think of - of us; 791.50 for best half’ sone ox oat 34 
like that and work the best. CHICA 
ENGRAVING CO., 185 Madison St., le 


———+or+—_—_—__ 
AD VERTISING NC NOVELTIES. 
7ICK’S MAGAZINE pays a novel 
Va vertisers. None } sly. taken iy 


E's MAGAZINE pays 
vertisers. None others taken 


Roce MAGAZINE pays re novelty 
advertisers. None others taken. 

v= MAGAZINE pays pays by - “wang novelty 

vertisers. None others taken. 


Gi the IVE up booklets. Try a b Try a hundred inkstands. 
A. ie last years. H. D. PHELPS, An- 


8 fret-class novelty 


ror ‘Mae Printing. . booklets and cata- 
oerenetnee US PRESS, 140 West 23d 

Ww Yok yor 
vane wash anad. Send 10 ome for sam) 
wash and be convinced. THE PE 
TION NOVELTY CO., 239 Broadway, N. Y. 


io DESIRE novelties, etc., for etc., for premiums for vis- 

iting card busi: Card manufacturers, 
send latest price list t of cards. GEO. DALE, 
West rsecmn Penna. 


le, 


Fo f re ertising 3 % Co ea A agg mae 

of e ove e! ne 

reader as well as ad 4 lines will ue in- 
under once for one do 


PRINTERS’ INK. 


MISCELLANEOUS.. . 
OOD HOUSEKEEPING. Excellent. 


Goo? HOUSEKEEPING. Excellent. 

yes MAGAZINE Al + 1—0= 200,000. 
Vicks MAGAZINE Al + 1—0= 200,000, 
yrs MAGAZINE Al + 1 —0— 200,000. 
yick’s MAGAZINE Al ++ 1— 0 — 200,000 


Bie ht AM. 


irges reduced. TRANS. 
° RATION B BUREAU, Providence, R. 1. 


ee roar hotograph and 35c. and receive 
12 miniature photos. G 


FAIRFIELD, Wind 


, 
OR h ab ie printing, booklets and cata- 

vi ~ HE — ESS, 140 West 23d 
ew York City 

cr r her Posr-Inratiseancun Seattle has one 

of the four y Pee papers of the Pacific 

Coast.” —Harper’s 
ADVERTISING AGENCIES. 

A™ take ads for VICK’S. 


A Ui take ads for VICK’S. 

A LL take ads for VICK’S. 

A LL take ads for VICK’S. 

AGENCIES know GOOD HOUSEKEEPING. 

AGENCIES know GOOD HOUSEKEEPING. 
TANLEY DAY, New Market, N. J. ADVERTIS- 


ER’S GUIDE, 25c. a year. § Sample nated free. 


tt ge ‘ou wish to advertise anythi —vopeee 
time, write to the GEO. P ROWELL 
ADVER1 ISING CO., 10 » 10 Spruce St., New York. 
W* can don’t sell adv. space | space below cost, be we we 
oe the crowd on 
ite before 
ing. hier 4 SOHN “SRATTO CO., Atlanta, Ga. 


HAT we know about advertising we have 

learned by doing it, not by guessing at 

it. We have advert: eed sites = of Seana 
into paceees, durin, 5 ty e send 

our free book! DO. S ADVERTISING AGE cy, 

Boston, Mass. 


~~ NTERS. 


Ves BIB 
—) Rollers. 


Hn AYER, printer, Madison, Wis. Electricity for 
1¥i power, P. I. for r publicity, Write for prices. 


RINTERS—We make type type, cases, stands and 
aaa that a printer needs—and 


See us first. WALKEK 
e iN, 201 to 205 William 8t., N.Y. 
E DON'T hed to talk to or hear from any 
8 only thequestion 
of dollars and pha 4 in the mechanical produc- 
tion of his periodical. There 
ek or class journal 





Soy Undoubtedl 

icy isa short sighted one. Most people know 
eir t source of income is from adver 
Hing 4 yet, in this day of “ art in advertis- 
increasingly exacting uirements = 

the mat advertisers, these publishers are, to 
say the least, too conservative. Now we want a 
few more weekly = monthly class or trade 
pene icals to do for publishers who know a 

thing when they see it, and real! hat a 

slightly increased appropriation for printin: 
will be more than ogg ed to them—an invest. 
ment, not an e We a uipped for 
York i st - aa " other offic ice in New 
s. ERI PRESS 
Worl a Building. ‘ 


they present. 





PRINTERS’ INK. 


PAPER. 
PLUMMER & CO. ay mo the paper for 
5 vite correspond- 
ence with reliable hor ing paper of all 


uses 
kinds. 45 Beekman 8t., rearing 
ee 


MERCANTILE LAW. 
a — & THOMAS, Commercial Law- 
© Nebraska. © 


Western Iowa. Will go 
anywhere at any time. La! mercantile law 
business west of Chicago ebraska mercantile 
laws a -—- a - code furnished on 
i," us. Reference: W. 

Sloan thew York ity. 


—___+o+—__—_ 
ADVERTISEMENT CONSTRUCTORS. 


BA™= 


B=**- Ads. 
h-grade priating. THE LOTUS PRESS 
Fone oat 28d St, N.Y bie 
bk MAGAZINE’S own artist will make 
designs for advertisers. 


yices  MAGAMnainS oon own artist will make 
special designs for advertisers. - 


Ves MAGAZINE’S own artist will make 
special designs for adv: for advertisers. 


7 ICK’S MAGAZINE'S own own artist will make 
special designs for adve for advertisers. 


‘OR high le pri booklets and cata- 
F°%, eon ch ne printing, *RESS, 140 West 23d 
Street, New York City. 
paces will talk, and they say 1 write 

ads. What a say! MKS. G. F. 
42 Richardson St , Mass. 
Breas literature—interested ! I assume all 
details of writing and printing. CLIFTON 
WADY, Somerville (Boston), 88. 
[* WRITE ads, car signs signs and booklets that real- 
the’ people who publish them. JED 
scat 0, Box 68, Station W, Brooklyn, N. Y. 
Sp ing? Needsatonic! Wanta 
> remed. © or three salient pointers 
from you her with a a5 as will merita 
little ook vice from me. = il. eke 
Loan & Trust Bidg., W: ; Equita 
Bidg., Baltimore. 


‘pro retailers onl 


F HET, 


: Jot down a few rough 
lines you wish 


suit you. . 
SCARBORO, Box cs, Station W, Brooklyn, N. ¥. 
Wy brca ADS—I — proofs of 30 four-inch 
ads, just coumupeees- T'll send them for in 
spection, poets 3 + four cents in stamps 
and a promise of the A... - as soon as 
read. If you do not want nt gt $7 50 per ad or 
wy ward for such work, don’t send for proofs. 
W. BRETT, 132 Nassau St., New York. 


I WILL prepare advertising matter of any 

kind for reputable business asin and a 
them pass judgment on it before ask - 
There is no char e at all if the work irst- 
rate. If it is first-rate the cost will be $1 n for one 
retail ad, #1 a page for booklets, $2.50 and more 
for circulars. Outside of retail lines the price 
per ad ~~ fo a up. BERT M. MOSES, Box 
283, Brooklyn, N. & of ten retail ads 
can be had now * ‘gi’ 50, but this offer isn’t per- 
manent. 


USINESS ENGLISH -If you area good busi- 
B ness man you our bu “4 most wrnaing a6 
ness 
vertisements for your busi = 
All you 
Sistas 
you is that some of the most experien an 
you 10 advertisers in the country are using 
pent twelve years at the bu 
ness English, Tb ‘ou are 
lead earn in business, 
from you. WOLSTAN NDIXEY, 


woule (See my article, 


86 World Building, New York. 
page 24.) 


17 
Nand irgned ads made. Bhp a out of —- 


‘ an - a yo — bg 2 - 
ou URBAN, 6 san aan Kew York City. 


OETS are born, not ot made ; ingle wri 
trade. pm 4 8 up, t’other down grade. 
Lee fickle jad ly at t limes. 


successfull: ED. 
MITH, ‘Ad-smith, Codman Bidg., 


Serene 
ADVERTISING MEDIA. 
']‘HE YANK, Boston, Mass., 60,000 monthly. 


Ts OPTICIAN AND oan 96 jnige 
N. ¥. Pp good 
careful al advertisers. 


a advertise in Ohio y yu 34 all pvt reoas 
particulars address H. COSTE, 4 
ye yee New York. 
oo advertising in PRINTERS’ INE 
ie amount of $10 is entitled to receive 
the at... for one year. 


iOR ogues, Tak. printing, booklets and cata- 

F°% Lot: $ PRESS, 140 West 23d 

St ‘ew York City. 

é : Lg tky + INTELLIGENCER at has = 

° e four end rs of the Pac’ 

Coast.”—Harper’s — 

Pqvas conte CALL, 1,515 di os aoogintion. the 
eye J Ohio count: 4 mpare it 

with the other papers published in Pigua, 


Tain DAILY GERMANIA, Milwaukee, can prove 
r circulation than any other local Ger- 
'y. Use it for the Milwaukee trade. 


THE METROPOLITAN AX AND RURAL HOME, 
cultural and family journal, is- 
sues over "500, monthly. It pays ee 


6 he? MEARTERTORR. 285 Broadway, Y. 
d-in-advance circulation = any 
similar mon in the United States. Send for 
rates and sample copy. 

Aven apel  any in newspap newspapers of “known cir- 
” means “ BUSINESS.” For pete 
address. Lh aed ROR ART AE, ibune 

Bide, N. Y. Chamber of Commerce. , Chicago. 


N “asta is anke to put his name to his 

it not only helps the reputation of 

the artist, t bat it — to — value of picture. 

For the same reaso’ e impri int of the Lotus 

ol is desirable —y a ae of printing. There 

are some people who do  j roe $ to 

our customers “a thing is a joy for- 
ever.” If os —— ruse jon ani 

Ay can aoe to your 


‘ou are not er, 
aa can, THE LOTOS LOTUS in 140 W. St., 
N City. “ pocigp ores Printing.” "We make 


ARE; you advertising in Oh int Ohio! as take it for 

ith nted that you are, and invite your atten- 

tion to the leading morning, evening and weekly 

per ina leading city. e Dayton MORNING 
~ ‘Gin ‘copies 4,500 cock Ta 








tho 

homes of section. Dayton is 
ae ae of 80,000, and the News and 
a 0} en a journals and have always 
enjoy: 


= Somes : the a and 
ae oO fe bet le in m. For prices, 
ete. ~address STE, 3 Par sk Row, New 
or’ 


GENTLEMAN with fixed ideas as to how his 
rinting should be done was persuaded to 
sacri ice his personal whims to our taste and 
(atest. e has told us since that in future 
e will have no me yn to give beyond the 
general a and approximate cost, as he re- 
ceived be' results from and more favorable 
comments on that one job than any other he 
ever gotout. Having made a life study of fine 
rinting and being advertisers ourselves, we 
now more shout it than the person who simply 
uses it occ nally and more even than the 
eral run of printers, Most printers merely ‘aim 
to have their work novented ore try 4 id be- 
tween our customers and failure. ‘ou use 
much printing and vent band ofa su ur wae 
send an order to Fa muperhs 
23d Street. We mae yb 4. Sealine, ae 
phiets and catalogues 
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PRESSWORK. 
it you have a Jong run ng run of presswork it will 
way Je you consult us. 
in Best of work. ost reasonable 
prices. Fi BROS., 324-330 Pearl St., N. Y. 
ILLUSTRATORS AND ILLUSTRATIONS. 


3 OLID TYPE my in sin GOOD HOUSEKEEPING. 
is show excellent. 


Sou TYE its acon GOOD HOUSEKEEPING. 








LLUSTR’D features for nev 
HARPER ILLUSTRATING 8 


man and olives. 


PRINTERS’ 


INK. 


ARRANGED BY STATES. 


Advertisements u nder this head, 
without display, 25 cents a line 

black-faced type the senios tne’ hist 
be handed in one week in advance. 


ALABAMA. 


A= papers are shy about exploiting 
ir meri 


ALASKA. 


Oth diaplaw oe 














prong 


DEPARTMENT STORES — How 
a) rn make 
ash. Loan & 


little outline cut for each de} 
10 for §. R.L. WILLIAMS, 152 
Trust Bldg., Washington, D.C 
ANDSOME illustrations and initials for mag- 
— = weeklies and general print 5e. 
area stabamerco. cuts free. AMERI- 
AN iL LUSTR TING CO \G CO., Newark, N 
foveetine cuts for merchants, 30 cents 
a column wide. They peoare , APETO 
Brats Sample sheets of cuts free. 
YNDIGATE. East 42d Street, New youe 
PECGRESSIVE merchants, we have the fi 
yy scheme for local advertising | 
devised ae pews retail trade. =e uu will take 
the wens ‘0 write us we will we “it to your 
satisfaction. GRIFFITH, AXT Le CADY CO., 
Holyoke, Mass. 


SUPPLIES. 

yews MAGAZINE supplies customers. 

yrs MAGAZINE supplies customers. 

Vicks MAGAZINE supplies customers 

yrs MAGAZINE supplies customers. 
y AN BIBBER’S 


rs’ Rollers. 


ons — otc . BRUCE & COOK, 190 Water 
ork. 


T= o 1E to be read. Write to AL- 


Eon a KING, #7 Willi William St., about it. 

h: e printing, bogies. = cata- 

FOF gua Fae LOTUS PRA 8 Weal St 
Street, N New York City. 


yas PAPER is taal printed with 
ured by the W. D. WILSON PRINTING 1 INK 
CO., L’t’d, 10 Spruce St., New York. Special prices 
to cash buyers. 


Cass ee letters re reproduced Ay —h oddvenee 


tell it from calles G. P. vax 
WYE, Masonfe rau ger tine 
CENTS pays for a revo! ying § rubber 
50 ¢ Lae. wi. onths. 
ears trom 
z “ Paid, cyt tg Pac ees 4 nD. 
MALLETT, 78 Reade 
XX 6% H.C. ite En- 
elopes rinted card and delivered, 
Ps for ao, ced circular 
en 
SHRY OcK, Printer, Zanesvil Zanesville, 
es. 
12 cents an ounce ; best Job and Cut Black 
ever known, $1.00 a pound ; L News Ink 
trated ae) list free 'on “applica 
WILLIAM JOHNSTON, 
ee? Typewriter. The new 
No. 6 model — greater permanence of 


“ "Rec'd, % 
Ans’d. ” 
Wee sell jenvetapes 5 like Jol Sarg sells printers’ 
10,000 good 
ith your 
10, check with order. 10,000 
Satisfaction 
oO. 
RINTING INKS—Best in th in the world. Carmin: 
since the world , 4 ce 
Ink 
Press, 10 Spruce 8t., New York 





nm movement, etter 
Sumerous other useful oa convenient devices. 


eae O Alaska paper is big enough to advertise in 
iN PRINTERS’ INK. 


ARIZONA. 


A papers are too modest to advertise 
ere. 


ARKANSAS. 


T= best paper in this State hesitates about 
rting its lence. 


CALIFORNIA. 


OS ANGELES TIMES—Southern Calitornia’s 
4d. great daily. Foremost advertising medium. 


COLORADO. 


‘NOLORADO papers want page a 
C and have no use for small, classified 
nouncements. 


CONNECTICUT. 


ween [MES : Hartford, cow. 


T 



































a ae oe Coun. 


Daily, 7, Weekly 3,500. 
Western Conasctiont thoroughly covered by the 
TWO UNIONS. 


Mos: “eg os Representative, 620 
Vanderbite Bldg. E UNION PUBLISHING 
.» Bridgeport. - a, mn. 





THE TWO HERALDS. 
WATERBURY SUNDAY HERALD. 
BRIDGEPORT SUNDAY HERALD. 
a nook and , in fhe Put pom Rtate ~ 
eres be Chars ls special t Suhca 
-. papers are delivered unda 
all over C Spec 
are sent into Hartford, New Haven, Meriden, 
Danbury and Anso: 
Combined circulation, 830,000. 150,000 Readers. 
THE HARTFORD TIMES. 





expresses 
morni' 





WILLE O. Burk, Publisher. 
Rurvs H. Jackson, Bus. Manager. 
Daily— 12,500 circulation. 


The great advertising medium for reaching the 
Nutmeg State. 


Weekly—7,000 circulation. 


PERRY LUKENS, Jr., New York Representative, 
73 Tribune Building. 


DELAWARE. 


Ie such a little State. 











FLORIDA. 
"T HEST AUGUSTINE NEWS reaches the 
kind 


a 
of ple i the pay ime 
right way. G. BARRY, pub. otice N.Y. 








PRINTERS’ 


DISTRICT OF COLUMBIA. 
warns 4h, space and ditplay than can 


IDAHO. 


DVERTISING in Privrers’ INK costs too 
much, unless one has something really 


worth saying. 
ILLINOIS. 
go CED by its nee city, Ulinois 
le 
ve 


posed to mee n newspapers ; but 
is onona on posters and circulars. 


INDIANA. 
The Big ‘Weekly of the West. 


The AN TRIBUNE, of lis, Ind. 
is Cfo y WEEKLY published 4 


IOWA. 


HREWD advertisers should see that their 
mn call f A 





























has a 
Iowa, Northern "illinois ‘and Sou 
Its rates are lower per thousand circulation than 
other papers in the West. Leading advertisers 
use it, yay shouldn’t yout Send for sample cop- 


ies an 
KENTUCKY. 





INK. 


G BAND RAPIDS DEMOCRAT, the 
per in Michigan, outside Detroit. 
| am evening an 


Deeps iT ILLUSTRATED a0N, we 
SUNDA ee Weeks oe ORY. Adv. office, ei 


Books 

room always open to m of ad 
or their representatives. 

ang rel Advertise where you will get p 

urns. Advertisers are well 1 pleaged 

with ILLUSTRATED and SUNDAY SUNS, 
Detroit, “Mich. Adve: -e, office, 517 Temple 
Court, 5 New York Ci Write for full particu- 
lars. reulation, 1 073 week ly. 


GAGINAW COURIER-HERALD is 











14 
cit in ae 
pm Ae y 


COSTE, 38 Park Row, New York. 


MINNESOTA. 


0 ae DULUTH NEWS-TRIBUNE — The only 
morning daily paper. Established in 1879. 
Published at the head of the Great Lakes, Du- 
luth, Minnesota. The evernge Sen, circulation 
now exceeds 7,000 copies. ity. Sunday 
weekly editions. New rates of subscrij 


Daily and ak dail 
y, per mon ; daily, per annur 


po 
nth, dc. ; “week r mont 
PER LURES _ "Jr., Eastern Le 
‘ribune Building, "New York. A. E. 








r annum, $5; 





Fattor and M 





\ fe i to = anything to ormsmen € KEN- 
TOCK FaRM reaches them 


LOUISIANA. 


0."N PRESBYTERIAN, New Orleans, wkly cir. 
over Ala., Ark., Fla., La., Miss. ., Tenn., Tex. 


MAINE. 











MISSISSIPPI. 


] IKE the violet seeks seclusion. 
4 


MISSOURI. 


H EROLD DES GLAUBENS, 8t. Louis, Mo. Est. 
1850. Circulation 33,000. Brings reeults. 














DS in — INDEPENDENT, Farmington, Me., 
a” roduce results and mail orders. 


66 \\ E have to make it because so many 
W read it.” MED. FORTNIGHTLY, St. Louis. 





BANGOR COMMERCIAL. 
J. P. Bass & Co., Publishers, Bangor, Me. 
Daily average, nearly 5,000 copies. 
Weekly average, over 16,000 copies. 


PERRY LUKENS, Jr., New York Representative, 
73 Tribune Building. 


MARYLAND. 


])°% °T take much stock in advertising: wand 
when it must be done wants more space. 


MASSACHUSETTS. 
40 WOKDS, 6 days, 50 cents. ENTERPRISE, 
, Mass. Cir 7,500, 


ws ONDERFUL ——— 10c.to FRANK HARRI 
jass.,and see what you will get. 
EW TEDTORD (Mass.) JOURN. Daily aver- 
over 4,000. Remember us oo when placing 
utheastern Massachusetts. 


MICHIGAN. 
[DETROIT SUNS, 118,000 weekly. 


Boceanas, Mi ag se is  jpooming. Every citi- 
zen reads 


S§4qinaw COURIER HER ALD. Daily, 6,000; 
Sunday, 7,000; weekly, 14,000. 
fe ee! ns COURIER-HERALD is delivered di- 
rectly into the homes by its own carriers. 
S4grmaw OT eae Fa largest cire’n 
Mich. Full A ‘d Press dispatches. 
ETROIT SUNS, TLLUSTRATED and SUNDAY, 
circulation, 118,000, are profitable mediums. 























- 
ads in 











‘= PACKER, Kansas City, Mo. 

culation of Missouri newspapers. First in 
circulation of the trade pers of America. 
Reaches meat pacers. 5 _ ers, ocean, are. 
cers, general merchan and p 
snippets and receivers. market paper pub- 





MONTANA. 
Ig -- ¥~ STANDARD. ous three 
than that of any other daily 
or oun Caper +4 ba 0, 000 copies daily. 


NEBRASKA. 


Hw paper Pn Beaten” ol ir5.508; , ae 
6. Be. FREIE PRESSE, 

. nec, Neb., 
tie. 


65c. per year. 
Write for Ppaiticuiars. 


NEVADA. 


PRE, WEEKLY COURIER, Genoa. Six pages. 
All home print. Leads in Nevada. 


NEW JERSEY. 
Ann iy circulation of 1,500. Cis Seeker 
| oe 5? oe, 60 ride ~ ny "Dor. J.) 
Wasetr’ News, 1,600. 

THE EVENING | “JOURNAL, 
JERSEY CITY’S 
FAVORITE FAMILY PAPER. 
Circulation, - - - - §5,500. 
Advertisers find IT PAYS! 
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NEW HAMPSHIRE. 


PRINTERS’ INK. 


FOR 287, good business £6 will px 


to use THE 
CHRISTIAN ADVOCATE, New City, 





DVERTISES for summer boarders only, and 
they are not in season now. 


organ of the 


, == NATIONAL PROVISIONE! 
meat St.,N.Y. 


& provision industries, 284 





NEW MEXICO. 


TO dry to advertise much. 





NORTH CAROLINA. 


PESFEES local patronage, which pays better. 








NEW YORK. 


cies, 184,519. Fact. 





V "Geet of 
V Gis ot Hoot icies, 184,519. Fact. 


‘Vick’s 200,000. 
East of Rockies, 184,519. Fact. 


ICK’S 200, 
VY Gast of Rockies, 184,519. Fact. 
[BREE trial lines 25c. in Watertown (N. Y.) 
HERALD—30,000 readers. 

















HE LADIES’ WORLD 


Rave Low 


F M. LUPTON’S popular aalatherie Th PEO- 
* PLE’s Home JOURNAL and THE ILLUSTRATED 
Home Guest. Sworn circulation, 500,000 copies 
each issue. Adve sanee, per agate 
_—" grt LS ond epese pecuete. For sample 


er iperticulars dress F. M 
it PION, bitshe 08 Reade St, N.Y. 


THE HOUSEWIFE, 


New Office, 114 Nassau 8t., N.Y. 
Circulation 75,000 Copies Monthly. 


Send for Advertising Rates and 
Specimen Copies. 
Ask for Special Rates for Advertising in 


Texas Siftings 


BEFORE THE ADVANCE. 
ALL AGENCIES. 
The Leading Illustrated Paper of 
America is 


LESLIE’S WEEKLY. 
Every Live Advertiser recognizes 


this fact and acts accordingly. 
Send for Rates and Copies. 

















NORTH DAKOTA. 


To cold to advertise in the winter. 


OHIO. 


0 Pe the only Sunday paper in Zanes- 











'[HE TOLEDO EVENING ~ bt leads its com- 
petitors in local circulation—11,000 daily. 
ARGEST cire’n of any Prohibition paper in 
nation: BEACON AND NEw ER, Springfield, O. 
D*kaen MORNING TIMES and EVENING 
NEWS. Combined circulation 14,000 daily. 
7 OUNGSTOWN VINDICATOR, 7,800 daily, 5,200 
weekly. Leading newspaper in Eastern dhio. 
¢61P\HE leading Ohio country daily—THE Piqua 
T CaLL— receiv = the Amos inated Press ¥ 


port.”—New Yor 
Te TRI-STATE nes visits the ers and 
peters merchants of Ohio, Ind. and Mich. 
4A gt are not in it, it will pay you te 
write TRISTATE GROCER CO., Toledo, 0. 
IQC. oo mee wh to bea city of 13,000, 
I 974; * e third city in this country in the 
Production of linseed oil, and “‘Piqua brand” of 
ere are 7. 


isc cities in Ohio whose manufacturers pay 
greater amount for labor.—New York iris. 


Tite Piqua, Ohio — is the only dail, r 
yess Toledo ont vreeely and Co A us 
w 























has a 
than any Troy dail For zines for a 
‘f ona. any turther informa- 


Tro; 
bi f th 
ian. add dress HD. Lac LaCOSTE, 38 Park Row, N. Y. 
OKLAHOMA. 
Dimer (a es DAILY LEADER, the leadi: 
r in the bpp LE accepts a 
* he distinct and positive 


pen o- othe it has double o paid circulation of 
an byt A published in Oklahoma. F. B. 


tae, Adv. 
OREGON. 


was more space—or none. 

















Witiam L, Miter, Advertising M 
110 Fifth Ave., New York. 


_ Albany’s Most Popular Daily. 
Circulation 17,400. 


Albany’s Great One-Cent 


Newspaper. 


This is te certify that the Circulation gf 
aoocen es PRESS AND KNICKER 


ER is Constantly Increasing and that 
number of copies printed this oe = was 
17,400, ELLY. 
State of New York, City and County of albe of Alba) —4 
to before me adhe - 16th RA, of _— 
OHN 
Notary Public Alben 1 N.Y. 
THE PRESS CO., Publishers, 
Press Bidg., Albany, N. Y. 


Ten Cents per week for the Daily and 
Sunday Press, % 








PENNSYLVANIA. 


Seen (Pa } REPUBLICAN has the largest 
circulation of any Scranton paper. 





J, DUCATIONAL INDEPENDENT, ny w’kly. 
EDINBORO PUB. CO., Edinboro. 

Pe principe! p Pennsylvania pa —— are the 

stele papers i in —~ be petantons towns and 

rther information 

ripw BAUM, 198 World Build- 





te 
ing, 





( ‘IRCULATION CLAIMS are useless when 7 
are not proved. The American Ne’ 
Directo a7 Cycontonst the mens 
san 


TER Trwes. Thi 
best section of eae Ad 
LACE & SPROUL, Chester, Pa. 
) beememaamees — = and WEEELY, 
Doylk somn, Pa. 
ef 1 = to ‘alway a 
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Always best mediums for 
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RHODE ISLAND. 


OME GUARD, Providence, R. circulation 
50,000 ; paid up subscription wr isd. 


SOUTH CAROLINA. 


T= daily edition of THE STATE, Col 8. 
C., is the m undred 
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Wtargect pte tg re Racine, Wis. 
circulatio’ any English paper 
in Wisco: ij 





WYOMING, 


TT HE ladies will not allow its newspapers to 
I PRINTERS’ INK. — 








pular rina h 
South Carolina towns. The pat weekly edition 
reaches over 1,000 post-offices in South lina. 


SOUTH DAKOTA. 


N OTHING to advertise. 











TEXAS. 


Tt BAPTIST STANDARD, Waco, Texas, 
has a bona fide weekly issue of 20, 006 copies. 
Wa’ ee of the Indian Terri 
mee, Texas, 





ERVER, 01 
have been ~—k by the STANDARD 


we POST = Houston, r=xas. 


RGER REGULAR ISSUE THAN 
DA ILY IN TEXAS, and is so guaran ‘= 
ell’s 1894 Directory under a forfeit ne | a 8. C. 
BECKWITH, Sole Sa Foreign Advertising, 
New York and Chicago. 








UTAH. 


Was more space or none at all. 








VERMONT. 


we new one-cent daily in Lyne is the 
News. It already has torwess toons 
=. seed by ev erybody. Local advertisers fill 
ts columns. 








VIRGINIA. 


HE E VIRGINIAN, , Empor weekly. 
T Large cir maa and ? 








WASHINGTON. 


SEATILE POST-INTELLIGENCER. 








‘e+ TN par Foss. yy Seattie bes ens 
of the four great papers o! ic 
‘Coast.”—Harper’s Weekly. - 
T= TYPOGRAPHICAL REVIEW reaches all 
rinters in Oregon, Wash’n and British Col- 
amb! Want to reach them! Box 1117, Seattle. 
SEATTLE POST-INTELLIGENCER rantees 
advertisers double the circulation of an 
per in the State of Washington. Ea 
ce, 93-94 Times Bldg. C. A. HUGHES, M 
vie ald RICHARDSON, Special Agent, D- 
une B 


cvoxane SPOKESMAN-R ~REVIEW 


~ Ny pon ang A. 
titor ‘within 500 miles. Popula- 
aber 804, 35,000. Th 











zation. The Review isthe recognized e 
of all the best interests of Spokane and the vast 
country tributary to it. 
WEST VIRGINIA. 
7 O occasion to advertise since the passage of 
N the Wilson Bill. 


WISCONSIN. 


] OYCOTT’S NEWS BUDGET, S-page weekly. 
Pra em circulation guaran 

















advertisers stay with the German 
<5 XCELSIOR, Milwaukee, Wis. 


onent . 


CANADA. 


Ww4sts reciprocity—not advertising. 


SO. & CEN. AMERICA. 


PANAMA STAR & HERALD. 
. 45 years—reaches largest buyers. 











P 
CLASS PUBLICATIONS. 


aitertiemente ts inserted under this heading, in 
jate class, pom Fr ppomhivny anny = % | 
One line, without or 


ADVERTISING. 
PROGRESS, Washington, D. ©. 
AGRICULTURAL IMPLEMENTS. 
FARM MACHINERY (Eli), St. Louis, Mo, 
AGRICULTURE. 
HOME AND FARM, Louisville, Ky. 
WISCONSIN AGRICULTURIST, Racine, Wis. 
ARCHITECTORE. 
INLAND ARCHITECT, Chicago. Best in West. 
CARRIAGES. 
VARNISH, Philadelphia, Pa. 
COAL. 
COAL TRADE JOURNAL, New York City. 
DAIRYING. 
NAT. DAIRYMAN & DAIRY MES’@’R, K.City,Mo. 
ELECTRICITY. 


BUBIER’S POPULAR ELECTRICIAN, the first 
and best popular electrical journal published 


HARDWARE. 


THE HARDWARE DEALER. Actual average 
circulation past year, 8,430. 78 Reade S8t., N. Y. 


HOM@OPATHY. 
HOMCEOPATHIC RECORDER, Phila., Pa. 
MACHINERY. 
MACHINERY, 413-15 Pearl St., New York. 
MEDICINE. 


LEONARD’S ILLUSTRATED MEDICAL JOUR- 
NAL, Detroit, Mich. Circulation over 10,000. 


MEDICINE AND SURGERY. 
MEDICAL SENTINEL, sworn cir. Portland, Or. 


Medical Herald, St. Joseph, Mo. 
Tri-State Medical Journal, eokuk, Iowa. 
Medical Fortnightly, St. Lo 


TEXTILE. 

TEXTILE WORLD, Boston. Largest rating. 
TOBACCO. 

WESTERN TOBACCO JOURNAL, Cincinnati. 

TYPEWRITING. 

PHONOGRAPHIC WORLD, New York City. 
VEHICLES. 

FARM MACHINERY (Eli), St. Louis, Mo. 
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$4,000 


$4,500 


Out of the last forty-five hundred dollars 
charged on my books in the year 1894, 


for the preparation of advertising matter, 





I can trace fully four thousand as having 


been guided to my office by PRINTERS’ 


WALTER W. BRETT. 


Modern Ad Writer and Designer, 
132 Nassau Street. 


New York, January sth, 1895. 
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Thousand os 


Business Men 


READ 
te PRINTERS’ INK 
EVERY WEEK. 

If you have anything to sell that 
will bring business to a business man 
your advertisement should be in every 
number. You cannot afford to miss 


a single issue: it is read for such in- 


formation. 


ST.LDUIS 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS, 
bscription 


Issued_every Wednesday. 

ptite: Two Dollarsa year. Five Cente & COpy ; 
Three Raters hundred. No back numbers. 

wae rs desiring to subscribe for PRINT- 

ae fer for ‘the — =< Anat tem | Saarens 

ave Wapetention 

tes, it is sheeys 

bist ties 0 pow iy of ~ ph red 

copies for $25, or a Tr at same rate. 

tar If any person who > a = Fai for it is 


’ INK, 
has Fon ae eel) 


may be correct! 
for ae shows that the actual a’ 
year was. 17,768 co} feos for 
pA bg ot copies ; < three a 
21,223 and for the last four weeks, 22,250 copies 


GS Orrices: 
NEW YORK, JAN. 


No. 10 Spruce Street. 
16, 1895. 


EverYBODY feels the coming of 
better times. 


THE best English is none too good 
for advertisements. 














Don’t wait until the hour of going 
to press before handing ‘‘copy’’ to 
the printer. 


Mr. H. S. CHANDLER, the business 
manager, is authority for stating that 
the New York /ndependent has not, in 
any instance, during the last thirty 
years, told what its circulation is, has 
been, or will be. 


IN your own town you know which 
daily paper goes into the homes of 
the fashionables, which goes to the 


homes of ‘‘the masses,’’ and which is 
found in the saloon and barber shops. 
You know, although they doubtless 
are all claiming to be ‘‘the home 
paper’ of the city, in which you would 
advertise a prayer meeting and which 
you would use for a prize fight. Don’t 
you suppose that there is just as great 
a difference in papers of general cir- 
culation? There is hardly a paper 
published that does not reach some 
special class—and what is more im- 
portant for you to know, does not fail 
to reach some. particular class you 
would expect it to reach. Do you 
know about the circulation of the 
rs you are using—not their quan- 
tity'alone—but do they reach the people 
u want to reach? You can’t know 
all these papers ; that’s a business in 
itself, and that business is the partici- 
lar business of the advertising agent. 


PRINTERS’ INK. 


PRINTERS’ INK YEAR Book should 
have been called Printers’ Ink Al- 
manac. Perhaps Thanksgiving Issue 
would have done as well. 


In the case of the druggist, illus- 
trated on another page, the purchaser 
said: ‘‘’Twas a point to note the 
warmth with which the druggist advo- 
cated Williams’ soap. Shrewd man! 
He knew the advertising had done its 
> aval work in converting me.’’ 


On the first of June next the St., 
Joseph (Mo.) Gazette will have been 
published fifty years. In the country 
in which it circulates its weekly is 
said to have a larger number of sub- 
scribers who have taken it twenty 
years and over than any other paper 
in the West. 


ACCORDING to Mr. E. T. Perry, the 
New York agent of the St. Louis 
Chronicle, the recent action of the 
Post-Dispatch of that city in reducing 
its price from two to one cent per 
copy was made a matter of necessity 
by the steadily increasing circulation 
of the Chronicle. People hesitate 
about paying double price when an 
equally good article can be had for 
half the money. 

ws dip ahaa 
EACH AD. 

A good deal is said about the ‘‘cumu- 
lative’’ effect of advertising. This 
is good enough—specially in retail ad- 
vertising—yet in general advertising, 
to a certain extent, every ad must stand 
on its own merits and ought to be not 
only just as good as it can be, but just 
as independent of the series to which 
it belongs as if there weren’t any series. 

The local advertiser can keep up a 
sort of acquaintance with his readers 
from day to day by means of his store 
and his social relations. A certain 
amount of business goes by favor ; 
there zs some friendship in business in 
spite of the proverb to the contrary. 
But general advertising must get along 
independent of this. 

The value of a single ad is some- 
times shown unmistakably ; and what 
is commonly attributed to ‘‘ cumula- 
tive effect’’ is sometimes the result of 
one fortunate hit. The other attempts 
may be good and may all add to the 
score ; but this particular shot hits the 
bull’s-eye, and you can hear the bell 
ring. The aim should be to ring & 
every time. WOLSTAN DIXEY. 
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IT IS THEIR HABIT. 


The handsomest and most luxurious 
-volume which has ever come to PRINT- 
ERS’ INK as an ‘‘ advertising souvenir ’’ 
is that issued by Perry Mason & Co., of 
Boston, the publishers of Youth's Com- 
panion. It is printed on paper of the 
finest quality and bound in a style 
that is attractive and suitable. The 
volume is a magnificent specimen of 
the art of the ad-smith, intelligently 
supplemented by skilful printers, en- 
graversand pressmen. The souvenir 
is simply a collection of advertisements 
representing a number of the most im- 
portant firms which employ or have 
employed the advertising columns of 
the Youth's Companion. The majority 
of the ads are original, being the prod- 
uct of the well-equipped department 
established by the publishers of the 
Companion for the purpose of prepar- 
ing designs for their advertising pa- 
trons. The high quality of the advertise- 
ments turned out by the Companion'’s 
ad-smiths is made manifest on com- 
paring the souvenir advertisements 
with those of the same firms appearing 
in other publications. 

In glancing through the book the 
first ad to attract attention is that of 


the Doliber-Goodale Co., of Boston, 
which consists of a very pretty baby 
girl’s face and the words ‘‘ Mellin’s 


Food.’’ Following this is the an- 
nouncement of A. & F. Pears, of Lon- 
don, which comprises a beautiful en- 
graving of a young maiden, who, hav- 
ing apparently just finished her ablu- 
tions, is supposed to be saying, ‘‘ Good 
morning! Yes, I used Pears’ Soap.’’ 
On page 15 is the advertisement of the 
Pope Manufacturing Co., which in- 
cludes a cut of an athletic-looking fel- 
low throwing a search light on the 
Columbia Bicycle. Page 17 is monop- 
olized by an advertisement of Jordan, 
Marsh & Co., the famous Boston dry 
goods firm. This ad consists of a re- 
production of a letter in female hand- 
writing in which the writer’s satis- 
faction is expressed with the goods 
ordered of Jordan, Marsh & Co. Page 
Ig is made beautiful by the advertise- 
ment of the John P. Lovell Arms Co., 
of Boston, which includes a portrait of 
John P. Lovell. On the next page is the 
announcement of James Pyle & Sons. 
The picture of a smiling, contented 
looking young woman which goes with 
this ad makes it the most pleasing 
Pearline advertisement PRINTERS’ INK 
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has ever noticed, On page 23 the 
Overman Wheel Company is repre- 
sented, its advertisement of the Victor 
Bicycle being an excellent specimen 
of the ad constructor’s art. 

On € 27 one can read the an- 
nouncement of the old and respected 
dry goods firm of James McCreery & 
Co., of New York, and admire the 
beautiful engraving of the fashion- 
ably dressed lady which accom- 

anies the announcement. On the 
ollowing page a young woman is 
represented with her skirts raised suf- 
ficiently high above the ground to dis- 
play the Boston Rubber Shoe Co.’s 
storm slipper she is wearing. Page 33 
contains a portrait of one of the lovely 
women who use the Peach Blossom 
Perfume, manufactured by Ladd & 
Coffin, of New York. Next page to 
the Peach Blossom ad will be found a 
icture of a little boy whose blood 
os been purified by means of Ayer’s 
Sarsaparilla. On page 39 the wonder- 
ful curative properties of Scott’s Emul- 
sion are set forth, and the old familiar 
picture of a fisherman bearing the 
corpse of a mammoth cod appears. 
On page 43 is the Chocolat-Menier 
Company’s ad, containing, in this case, 
the interesting information that the 
sales of Chocolat-Menier amount to 33 
million pounds annually, which is ex- 
cellent testimony to the value of ad- 
vertising. Following Chocolat-Menier 
is the advertisement of Sapolio Soap. 
As there is nothing in this ad which 
would enlighten the ignorant as to 
the kind of article Sapolio is, it must 
be one of the few advertisements in 
the souvenir which the Companion's 
ad-smith had no hand in designing. 
Page 47 contains a well-drawn figure 
of a matronly-looking person, who is 
supposed to be saying to herself: 
‘* After all, I don’t know of anything 
equal to the Royal Baking Powder.”’ 
On page 66 a doctor is represented as 
informing a young mother that the 
means employed to restore her baby to 
health was the Lactated Food, prepared 
by Wells, Richardson & Co., of Bur- 
lington, Vt. The next ad contains a 
picture of an infant wearing nothing 
but a smile ; also some blank verse in 
praise of the cleansing properties of 
Ivory Soap. Page.73 is adorned with 
the portrait of an owl, which is sup- 
posed to be observing that ‘‘ Wise 
men keep Beecham’s Pills close at 
hand always.’’ On e 77 we are 
afforded the opportunity to admire the 
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picture of a beautiful young woman 
who owes her good looks to Pozzoni’s 
Face.Powder. A very pretty engraving 
on page 78 shows a lady in loose attire 
ga ering the figs from which Syrup of 

igs is made. Page 89 contains the 
familiar features of Mr. W. L. Dou- 
glas, of Brockton, Mass., together 
with a little information in regard to a 
famous 3-dollar shoe. 

Each of the advertisements men- 
tioned monopolizes an entire page in 
_ the souvenir, but there are a number of 
very cleverly designed announcements 
which fill smaller quantities of space. 
Among those particularly worthy of 
mention are the Buttermilk Soap ad, 
the Spalding Bicycle, Franco-American 
Food Co., Rising Sun Stove Polish, 
Gold Dust Washing Powder, Allcock’s 
Plasters, Meriden Britannia Co., Bur- 
nett’s Flavoring Extracts, Beeman’s 
Pepsin Gum, Bloomingdale Bros., 
Vick’s Seeds, De Long Hook and Eye, 
Nubian, Garland Stoves and Ranges, 
Hanson’s Magic Corn Salve, Epps’ 
Cocoa and A. A. Vantine & Co. 

The advertisements throughout are 
of a very high order of excellence and 
are a credit to the Companion’s ad- 
constructing department. The illus- 
trations are equally good, and the 
Companion is justified in feeling proud 
of its picture makers. 

The writer of this overheard two ad- 
vertising men discussing this book. 
‘It is beautiful! isn’t it ?’’ said one. 
‘*VYes,’’ answered the other, ‘‘and I 
think it is their habit of doing things 
so well that enables them to get $4 a 
line for advertisements.”’ 


THE Populist is a new eight-page 
monthly published at Fleming, Texas. 
Six pages of its first number are com- 
posed of boiler plate matter, and the 
other two pages are printed on an 
Edison mimeograph. The most im- 
portant item of news in it refers to a 
fellow-Populist, the editor of a loath- 
some contemporary, and is naturally 
somewhat of a personal character, 
being as follows : 

Skunk Vernon is a monumental liar by 
birth and breeding, the legitimate offspring 
of a union between a polecat and a hyena, 
and one of the filthiest humans that ever dis- 

aced the fair name of this county; a 

ideous jackall, whose grinning mouth is for- 
ever del¥ing into the business of others (pop- 
ulists), who are as far above him in honest 
worth as Jesus Christ was above Judas 
Iscariot. 

Bust is that man who knoweth how 
With Advertisement’s team to plow. 
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OH! MR.!! WILSON !!! 


A publication called Vewspa _ 
not very long ago, published an article 
on newspaper directories written by 
W. Bent Wilson, of the Lafayette, 
(Ind.) Morning Journal, who assumed 
to treat the subject from the newspaper 
publishers’ standpoint. Mr. Wilson 
asserted that a great injustice to news- 

pers is brought about by the unre- 
liability of the circulation ratings in 
these books, and declares that infor- 
mation on this subject cannot be relia- 
bly obtained even from the most honest 
and honorable of publishers. ‘“The best 
of them,’’ says Mr. Wilson, ‘‘ keep 
their mouths shut.”’ 


— +e 
IN LACON, ILL. 


He had not advertised for years. 
To catch the Christmas trade he came 
into our office and remarked that he 
would take a certain space for two 
weeks. He had his copy carefully 
prepared, and had his own ideas of 
display and position. Being a very 
opinionated man, the proprietor offered 
no suggestions, and the ad was sent 
into the composing room, and the best 
display possible given to the follow- 
ing, copied verbatim, with the excep- 
tion of the name : 


SUCH 
GOOD THINGS 


Z. Z. BLANK takes great pleas- 
ure in announcing to his old-time 
friends and customers that he is 
still in business, carrying a com- 
lete line of Fancy Groceries, 
Gessnsware, etc. Call for our 
cash prices. Any one wishing to 
see a fine line of Holiday Goods 
please call on me, as I am still 
doing business at the old stand. 

I am only a foreman, but as I read 
the copy I told the ‘‘boss’’ that I 
would not have accepted the ad, for it 
was so badly written the results would 
be fruitless, and forevermore the mer- 
chant would set up the wail, ‘‘adver- 
tising does not pay.” 

At the expiration of the contract the 
proprietor went to the groceryman for 
a renewal of the ad. It was as I had 
expected. He exclaimed that it was 
just money thrown away; didn’t do 
him a cent’s worth of good, and he 
never would advertise again. I went 
around to see him. I told him that 
people knew he was at the ‘‘old 
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stand,’’ but what they wanted to know 
was what the old stand had to sell 
and at what price the old stand was 
selling it. I asked him to allow me to 
write him an ad next week and see if 
it would not bring returns ; told him 
to make a ‘‘leader’’ on sugar, and 
this is the copy I presented for his 
approval : 


HIRE A DRAY. 


The high price on sugar dissolv- 
ing as rapidly as sugar itself. 


Sweetness Is Cheaper Than Kindness. 
Sugar is a staple article, and 
as it cannot possibly reach a 
lower point, buy now in large 
quantities as an investment. 





100 pounds best Granulated Sugar, 


. $4 15 

I oo 
“ “ “ 
“ “ “oe 


Coffee C, Ts 


50 
25 
I co 
5° 
25 


1 Guarantee prices on other goods to be 
as cheap in proportion. I am after your 
trade, and all enteee your interests in every 

urchase, inasmuch as I will give you a re- 
Bate in full of difference in price on all goods 
purchased of me that are sold the same day 
elsewhere cheaper. My goods should be as 
represented ; if not, it is not my fault—but I 
will make the purchase good. Can anything 

fairer? Z. Z. BLANK, 
GROCERIES, 
Provisions, 
QUEENSWARE, 
Lacon, ILL. 


“ “ 
“ “ 
“ “ “ 

- - 





The ad nearly took him off his feet, 
and he said he could not live up to it. 
I told him he had better get out of 
business if he could not conduct it 
honestly. The ad went. 

I dropped into the store last Satur- 
day. I saw my rriend Blank working 
as I had rarely seen him work before. 
He simply exclaimed : ‘‘ It beats all !’’ 

W. B. PowELL. 


——__+or ——_ 
POSSIBILITIES OF POSTAL RE- 
FORM 


By the Editor of the Lockport, N. Y., 
Daily Sun. 

A conspicuously absurd ruling of the 
Post-Office Department in relation to 
the mailing of periodicals has at least 
the advantage of directing general at- 
tention to the need of sweeping re- 
form in the law and its interpreta- 
tion, and the possibility that, as glar- 
ing injustice has been done one pub- 
lisher, no publisher may always es- 
cape similar injustice. A law whose 
meaning is variously interpreted by 
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such authorities as Ex-Postmaster-Gen- 
eral James and the Deputy Postmaster 
of New York City on one side, and an 
omniscient Post-Office Department 
clerk on the other hand, evidently 
needs revising. Examples of its ab- 
surdities, at least in interpretation, 
might be multiplied, but it is only now 
and then, when a conspicuous trade 
journal like Printers’ INK, of large 
circulation and influence, is attacked, 
that widespread attention is directed 
to the situation, or that a possibility 
of its betterment, through general co- 
operation of publishers for mutual de- 
fense of jeopardized interests, exists. 
The periodical publishers of the coun- 
try, united, are irresistible, and not 
even a mighty department clerk is 
likely to assail their ordinary rights, 
once common cause is made. 

I do not attempt a strict legal defini- 
tion of ‘‘ periodical ’’; I leave that to 
the ‘‘experts’’ at Washington. But 
we all intuitively know, when we re- 
ceive a printed publication through 
the mails, whether it is fairly entitled 
to be termed a periodical ; and, briefly, 
the essentials to a periodical are regu- 
larity and frequency of issue, the reg- 
ular publication of news or reading 
matter of interest to a considerable 
number of persons, and a paid sub- 
scription list. It is as palpable that 
the Printers’ Ink Year Book fulfilled 
these and other requirements as it is 
notorious that many so-called ‘‘ peri- 
odicals’’ carried by the same depart- 
ment, under the same law, and by 
ruling of the same ‘‘experts,’’ do not. 

The conditions are ripe for a change 
in these laws. There are Senators and 
Congressmen, of the Postmaster-Gen- 
eral’s own party, who would not be 
deterred from a little wholesome ex- 
pose by their deep and abiding love of 
this or any administration. Better laws 
might be framed and fairer usages 
adopted, and, although it would be 
asking a great deal, the already labori- 
ous duties and protracted hours of 
work by a department. clerk might be 
so extended that individual cases 
would actually be examined into and a 
hearing allowed before they were ir- 
revocably decided upon hypothetical 

ints presented by outsiders, corcern- 
ing which the party in interest has no- 
opportunity to be heard. 

SPEND asmeten aie a pound 
Is the watchwor all around. 


What you spend in advertising 
Will come back in sums surprising. 
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BOSTON LETTER. 
‘By F. Syme Hastings. 

The wonderful work of the Yankee 
Clothing Company has caused a big dis- 
turbance among local retail clothiers. 
Not content with a top half-page ad in 
each of the local dailies, the ‘“Yankee ’’ 
has devised some pretty hot things. It 
has engaged hacks, profusely decorated 
with ‘‘ Yankee’’ ads, to stand at all the 
busy corners, and at the depots, and 
drive any one free to their store on 
Summer street; it has had brass 
bands, free lunch, free presents, free 
clothes ; something new every day, and 
they are, as a result, doing an enor- 
mous business. The ‘‘ Yankee’’ re- 
cently offered two donkeys for the two 
best answers to the query, ‘‘ Why has 
the ‘ Yankee’ grown to be the largest 
clothing concern in New England, in 
two months?’’ There were almost 700 
answers sent in from all over New 
England, and out of the 700 there 
were fully 650 letters that attributed 
their success to judicious, novel and 
original advertising. This I know to 
be so, as I edited the letters. 

s = a s * 


The great work of this concern has, 
of course, stirred up the other clothing 
firms, and the papers, of course, reap 
the benefits of this rivalry, in having 
half of each issue devoted to clothing 
advertisements. 

* *“ #* # = 

The new Castle Square Theater has 
done some splendid advertising since 
its opening in November. Their latest 
idea was to supply free special cars to 
any one wishing to attend the theater. 
These cars run on every route in the 
city from 7 until 8 o’clock, and are 
always well filled. 

# = = 

Some of the local advertisers who 
formerly occupied large space in the 
Sunday papers for some reason have re- 
fused to use the Sunday issues -but 
take the extra space in either Satur- 
day’s or Monday’s issue. 

- s = = ef 

Some of the Boston stores have just 
‘discovered the old, old scheme of 
pasting broken glass and paint on the 
window to imitate a huge crack witha 
hole in the center. Iam afraid Bos- 
ton is terribly behind the times, as the 
‘people regard it as a very original idea. 

- = * *  # 


The Xmas decorations used by some 
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of the large local firms in many cases 
were magnificent, and drew crowds 
from all over New England to view 
them. Houghton & Dutton, one of 
the large dry goods firms, had their 
large fourteen story building covered 
thickly with colored incandescent 
lamps, which were operated so as to 
give different color effects. They found 
this idea to draw such enormous 
crowds that they. were unable to pro- 
cure salesmen enough to serve custom- 
ers, although they advertised freely 
in all the papers for help. 


ADVERTISING NOVELTIES. 





On several occasions brief descrip- 
tions have appeared in PRINTERS’ INK 
of various advertising novelties which 
were considered to have more than 
the average merit. Whatever value 
advertising by the distribution of these 
articles may possess, it cannot be de- 
nied that during the last few years it 
has become extremely popular and 
manifests a tendency to grow even 
more popular. It is a rather peculiar 
circumstance that some of the princi- 
pal users of the novelties are the 
newspapers, whom, it might be im- 
agined, would be the last to employ 
any method of securing publicity other 
than that offered by the advertising 
columns of the press. It is a form of 
advertising which few papers have not, 
at some time or other, strongly de- 
nounced ; but the fact that so many 
publishers utilize it to draw the atten- 
tion of advertisers to their mediums is 
fair evidence that it has some value. 

Probably the most important factor 
in precluding the best results from 
being obtained from the use of novel- 
ties is the office boy. An ordinary 
advertising circular has no temptations 
to that individual, but an advertising 
novelty, whether it be a balancing 
monkey, a paper cigar holder or an 
imitation fire-cracker, is just the thing 
he likes to call his own, and hence a 
large proportion of the novelties sent 
out are likely to be confiscated before 
they could reach the hands of those 
they are intended for. A certain pro- 
portion, however, do get through all 
right, and those which are pretty or 
useful can hardly fail to excite a cer- 
tain amount of interest and accom- 
plish, in some measure, the purpose 
they are intended for. 

In referring to the various devices 
deemed worthy of notice PRINTERS’ 














InK has generally assumed them to be 
invented and manufactured by the ad- 
vertisers whose announcements ap- 
ed on them, and credit was given 

or the enterprise and ingenuity dis- 
played. This assumption, however, has 
apparently been based on a misappre- 
hension, for though some advertisers 
may originate and manufacture the 
novelties they employ, in the majority 
of cases they are procured from firms 
who make a regular business manufact- 
uring and selling that class of goods. 
One of the leading concerns in this 
line appears to be Palmeri’s Novelty 
Advertising Co., of 615 Hancock 
street, Brooklyn, N. Y., the proprietor 
of which is Mr. Frank L. Palmeri. 
The price list which Mr. Palmeri sends 
PRINTERS’ INK includes about séventy 
articles, ranging in price from $3 per 
thousand to $30 per hundred. A con- 
siderable proportion of the articles are 
useful as well as ornamental. Among 
them are the glass: paper weight, which 
sells for $20 per hundred; the coat 
hanger, which costs $125 r thou- 
sand; the knife sharpener, which can be 
had for $15 per thousand, lead pencils 
which sell at $1.25 per gross, yard 
sticks at $10 per thousand, memoran- 
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dum. books at $10 and celluloid calen- 
dars at $25 perthousand. The rest of 
the articles are apparently designed to 
afford amusement or for purely orna- 
mental purposes. Of those deemed 
most worthy of mention there are the 
Facial Puzzle, which sells for $11.25 
per thousand, the Telegram, which can 
be had for $12.50 per thousand, the 
Balancing Butterfly, which costs $20 
per thousand, the Star Puzzle, for 
which $9 per thousand is asked, the 
Bogus Envelope, whose price is $10 
per thousand, the Deed and Mortgage, 
which sells at $12 per thousand, the 
Card and String Puzzle at $11 per 
thousand, the High Flyers at $15, 
Palmistry Cards at $3, Wheel of Fort- 
une at $11, Dogs and Cats at $o, 
Theater Ticket in Envelope at $5, 
Pawn Tickets at $3.50, Theater 
Ticket (bogus) at $3.50, and Bumble 
Bee Buzzer at $8.50 per thousand. 
These prices include the cost of print- 
ing the purchasers’ advertisement on 
the articles and the expenses of pack- 
ing and shipment from the place of 
manufacture. 





MERcHANTs who contemplate issuing cir- 
culars are advised that the best paper to use 
is a newspaper. 
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In the week ending December 15th, 


Che Press 


published 398 columns of advertisements ; 
not only far surpassing its best previous 
record for any week in past years, but 


exceeding in amount 


of display advertising 


every other New York morning newspaper 


for that week. 


Offices : 
No. 38 Park Row, 
New York. 
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ACROSTIC. 


Perfect little paper, 
Rich in business light, 
In ideas shaper, 

Newsy, terse and bright ; 
"‘Weaching advertising 
Earnestly to all, 
Readily advising 
Scholars great and small. 


Enformation bearing 
Never known before ; 
Knowledge with us sharing— 


Advertising lore ! 


Sovial, entertaining, 
@ften full of fun, 

Useful hints containing, 
BReaching every one ! 
Novel schemes suggesting 
All the seasons round, 
Latest ones requesting 


From experts renown’d. 
‘Other imitations 
Recently begun 


Are but publications, 
Dwindling one by one. 
Waluable journal, 
Ever shrewd and wise, 
Ringing the eternal 
“"Truth—to advertise ! 
Influences greater 
Seem to make us think, 
Earlier or later, 
Reading PrinTERS’ INK— 
Subtle PRINTERS’ INK ! 
aca eR Ea ES 
THE 
ied mp mph mma. by 
So advertising night and day 
Points out to wealth the certain way. 


Displayed Advertisements 


$100 a 
extra for specified position—if granted. 
Must be handed in one week in advance. 


50 cents a line; wes 25 per cent 


INK. 
THEY PAY THEM. i."Suntomers for 


PATENT COIN MAILING CARDS. 
jones eee pay the ad Our 

¢ crease Your circulation n. Send at once 
for samples to ALVO) RD & CO., Detroit, Mich. 





1 Can Help You Get It. 


“pop v MYER Artist Thinker and 


y Writer of Advertising. 
Offices: 175 & 176 Times Building, 
NEW YORK. 

“ How I’ve Helped Others Get It” (in book form) 
25 Cents. 





— $10.00. 


Advertisement.—A publisher wishing to insert a 
short ean Pot ten lines = less in 4 
column with end Sollowing 
of his paper, in the — Ne 
rectory for 1 -mey ¢ 0 so at the no: 
cf ten dollars, which price will include a 4 
copy of the Directory to 
soon as issued. Ten 


) # payment 
accompanying the original order—gi0 
words or less, and 10 cents extra for each Lf 
more than sixty—a discount of 10 per cent ma 
be deducted. All statements of the sort in 
cated will be set in poari type type An — this is 
a specimen), and will oa pees a the word 
“Advertisement.” In this way 3 will be coms 
lisher, on his own responsibility, 
to convey any information that he deems im- 
rtant | ace before advertisers and other 
irectory, in addition to thatgiven 
- the Directory itself. Not very lo 
er of five thousand dollars was 
fused in one case for a notice similar to this 
granted for a ——— sum. 
sone I eg! for 1895 


bl Hustrating 

who furnish pertes: a or pictures a oye 
their newspaper buildin the pri 

having them 4 nser ted in -¥ Fs, ine fon. 
nection with the description of 2 per at 
the nominal price of ten dollars, which will in- 
clude a copy of k sent free by express, 
as soon as The aed a = 


ble for a pu 








. Photo es 
rs st..N. Y 


OUPERIOK Mechanical Engra 
trotype Eng. Co.,7 New Cham 








Newspaper 
Novelties 
Wanted. 


During the year 1895 I would be pleased to 
teceive communications from people having 
Propositions for newspapers. Information 
concerning syndicate letters, schemes to in- 
crease circulation or to incite advertisers to 
business, or anything that may be beneficial 
to a wide-awake daily paper. Address 


FRANK MOFFITT, 
Dec. 21, 1894. OAKLAND, CALIFORNIA. 





in be 
or other picture, and for his w ae “hee erent 
no extra c . Such a picture may prove 
a valuable ray Be, age advertisemert. It 


would copeee Want publisher who owns an 

pm ad bu gs worthy of of illustration, or who 
shall e known to 

Siretione a pK, may wisely avail him- 

self of - privilege hi offered. 

must not exceed one inch in length or 


The cut 
width, and in ap 
proval at the 
Those 


exam. 
the Directo for p covious ears will find sro’ 
men pictures es z establishmen 
When a newspa) 

let the fact be 


are those 

Pink n hink most *fikely to 
turns. Publishers desiri: th the announce- 
ment and the picture, and but one copy 
Directory, will pay $15 Pr the combined serv- 

and 10 cents a wo ra for each word 
re than n sixty. “Address all communications 
to OX MERICAN SPAPER DIRECTORY, No. 
10 Spruce St., New York. 


satisfactory re- 
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Ohio 
State 
Journal. 


Leading Newspaper 
Of Central Ohio. 


Daily—Circulation 12,750, only morning 
newspaper printed at Columbus, a city of over 
100,000, and reaching by early trains the best 
portions of Central and Southeastern Ohio. 

Sunday—Circulation over 17,000, with- 
out a rival in its field, being the only news- 
paper circulated in Columbus on Sunday that 


Established 
1811. 





ially good medium for classified adver- 
tisements, 


Weekly—Now issued as a twice-a-week 





munities of Central, Southern and South- 
eastern Ohio, reaching more homes in this 
region than can be done with any other pub- 
lication, 
OHIO STATE JOURNAL CO., 
Columbus, Ohio. 
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It’s a little late, perhaps, 
still there’s time for 


Seedsmen 


to give an order to com- 
mence Feb. 15, or later, for 


THE HOUSEKEEPER 


which has always carried 


a the very best of the SEEDs- 


" MEN’S announcements. 
prints all the telegraphic and local news. An |) 


We 
could not do it, year after 


year, unless it paid. 


edition, on Tuesdayand Friday. Circulation | ( 
22,000, chiefly among the farming com- |‘ 


OLD ESTABLISHED 
and RELIABLE. 





EASTERN OFFICE: 
il 517 TEMPLE Count, 


n 
1, 


New York. 
Cc. E. ELtis, Manacen. 
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THE FARM NEWS 


PUBLISHED BY 
THE HOSTERMAN PUBLISHING COMPANY, 
SPRINGFIELD, OHIO. 


Also publishers of ‘‘ WOMANKIND”’ (monthly), ‘‘ REPUBLIC- 
Times” (daily) and ‘‘ REpuBLIC’’ (weekly). 


The FARM NEWS accepts of no ‘“‘ads’’ of a doubtful 
character at any price; guarantees the reliability of every adver- 
tiser in every issue; pays prizes to its readers every month for 
their selection of the best written advertisements in the current 
issue; quotes the lowest ad rate of any paper of its class in the 
world having a circulation of like extent and character; proves 
its circulation every month; is considered the leading agricultural 
monthly of the world, and always gives good satisfaction to those 


who use its advertising columns. 


te ) 
GEO. S. BECK, General Advertising Manager. 
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Successful 
Advertising 


IS NOT HARD TO FIND 
WHEN YOU KNOW 
WHERE TO LOOK FOR IT. 


NOTE—useE 
WILMINGTON (Del.) 
—use the MORNING 
NEWS (only morning 
paper in the State). 


PHILADELPHIA (Pa.) 
CALL the greatest fam- 
ily paper in Philadel- 
phia. 

EDGAR M. HOOPES, 


Manager Foreign Advertising, 
WILMINGTON, DEL. 





Printers’ Ink for 
Nov. 28th, 1894, 


The 
Year Book 
Issue 


Inasmuch as the Post-Office Depart- 
ment will not distribute the interdicted 
issue of PRinTERS’ INK without prepay- 
ment of postage, 10 cents a copy,on each 
separate book, and inasmuch as, on this 
account, we have fully five thousand 
copies on hand in excess of those in- 
tended for the ordinary demand, this is 
to make known to interested parties, 
everywhere, that we will receive and 
execute orders for this book at 10 cents 
each or $10 a hundred, until the edition 
is exhausted, and will prepay the postage 
or freight in every case. 

Address, with CASH, 


PRINTERS’ INK, 
10 Spruce STREET, NEW YORK. 


“Bea 
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At $1 PER Liz, 


TAKE AN INCH 
IN 
THE MAYFLOWER 
AND 
GET AN ELL IN RESULTS 
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FROM 160,000 SUBSCRIBERS. 
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Booklets 


After the ad is answered, what then? 
Have you the right sort of matter to send out? Have you the 
booklet, or circular, or catalog that will develop the inquiry into an 
* 


order? 

Don't you have many inquiries from which you hear nothing fur- 
ther? Don’t you think you — to have a system of printed matter, 
or at least one good strong booklet or catalog with which to follow up 
the inquiries ? 

Business men generally have not time and have not had the train- 
ing necessary for fe production of such things. That is the reason 
lam in business. I write, illustrate and print booklets, ads, catalogs 
and circulars. I have samples of my work. Requests for them should 
be written on business paper and it wouldn’t be a bad idea to send a 
stamp or two. 

My prices are reasonably high. 


CHARLES AUSTIN BATES, 


1413, 1414, 1415 Vanderbilt Building, 
NEW YORK. 
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THE - EVENING - PRESS 
DAYTON, OHIO. 


Guarantees Advertisers a larger 
circulation than any afternoon 
and morning paper combined. 
Advertisers are given the privilege 
of making this a part of their con- 
tract. Rates lower per thousand 
circulation than any —_ in this 
SE Ss 2s 


ALL ITS CLAIMS ARE PROVABLE. 


LOUIS V. URMY, Eastern Advertising Agent, 
59 Times Building, New York. 
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Few advertisers know that within a 
radius of 60 miles of Pittsburgh there 
are almost one million people. 

It is possible for a Pittsburgh daily 
reach every one of these people in 
ood season every day. The 


Pittsburgh 
Chronicle 
Telegraph 


reaches the greatest number of them. 
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Cc. J. BILLSON, 
86 & 87 Tribune Building, 
New York. 
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The Editor of Prinrers’ INK recently said to me: 

** When you say that it’s the ‘ best paper in St. 
Paul,’ you cannot make the ad any stronger.” He re- 
ferred to my ads about 


THE 
GLOBE 


DAILY, 
SUNDAY, 
WEEKLY. 


Eastern Office: 
517 Temple Court, New York City. 
C. E. ELLIS, Manager. 
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i 
The Evening Star 


Is the oldest, largest and best newspaper 
in Washington It is everywhere recog- 
nized as the favorite household and family 
journal, and is regularly delivered to per- 


manent subscribers at 82% per cent of all 
& 


the occupied houses in the city. As an 
advertising medium it is therefore without 
a rival, as it practically covers the entire 
field. 

Its advertising rates are very much 
lower than those of any other paper in 
the city, in proportion to either extent or 
quality of circulation, and its inflexible 
rule and practice are to charge everybody 
the same price for like service. 
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L. R. Hamersly, 
Room 49, Potter Building, 
New York Representative. 
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“SAFE 


INVESTMENT OF 


IN DAILY 
NEWSPAPER ADVERTISING 


is THE 


ges PROBLEM 
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CHACAEZO DINSSSS. 
BY 


Soseph R.DUMNoQ 
Ce 
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The Palgive 


Advertising priv ileses 


in all cars and on ‘all 
Stations of the 


BR&EKLY N-UNIN 
ELEVATED RAILREAD 


Are controlled from May 
St 1895 by 


Zorn ETEN & KISSAM 


Cars will be equipped 
with advertising racks, 
spaces to be 24x16 In., 
ane Spaces 244x141. 








For rates address 


CARLETSN & RISSAM 


915 Postal Telegraph Bldg. 
New York. 
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We Were Right. 


When we began, 30 years ago, 
the publication of the first Co-operative 
List ever printed, we decided not to cater 
to any but the best class of publishers. 

Our policy was a good one. It made 
our success. It made success possible for 
the others who followed in our footsteps. 

What our policy was 30 years ago it 
is to-day—only more so. 

The papers of our Lists are all selected 
publications. Many of them were estab- 
lished before we were. They have all a 
high average of circulation. 

Such papers must have a good stand= 
ing in their community. They must be 
well read. They must be believed in. 
They must pay the intelligent advertiser. 

The territory covered is that of the 
Middle-Western States, the richest and 
most populous portion of the Agricultural 
center of America. 

No extras. 

Catalogue gives further particulars. 


CHICAGO NEWSPAPER UNION, 


93 SOUTH JEFFERSON STREET, IO SPRUCE STREET, 
CHICAGO, ILL. NEW YORK. 














PRINTERS’ INK. 
He Who Runs 


Can Read 


Handsomely Printed 
Signs 
In The 


Waiting Rooms 


On the 


Chicago, Milwaukee & St. Paul System 


Controlled by G. S. Mackenzie, 
Chicago, 


1160 Monadnock Building. 
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ideas—this is the retail bran 
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ADVERTISING FOR RETAILERS. 
Edited by Charles Austin Bates. 


Retail merchants are invited to send advertisements for ry 
anythin, to retail adve ito 
—) ~~ for the bettermen: wy this department. PRINTERS’ ink is a clearing-house for 


and suggestion; to 
send ideas, experiences 








As Mark Twain has very pertinently 
said: ‘‘It were not best that we 
should all think alike; it is difference of 
opinion that makes horse races.” I 
have some ideas on advertising that 
are diametrically opposed to those of 
Mr. Nathaniel Fowler, Jr. Naturally, 
! think I am right and he is wrong, 
and I presume that he reciprocates. - 

In Zrade magazine for November 
Mr. Fowler said, in answer to an in- 
quiry: ‘* Your advertisements are very 
good; much better than the average. 
| criticise them, however, because you 
advertise several things at the same 
time. * * * The golden rule of 


advertising is to advertise one thing at 
a time and only one thing at a time, 
except in special cases, and in such 
cases the articles should be separated 
by rules or borders.” 
I happen to know that the advertiser 
in question published ads containing 


descriptions or names of a great many 
articles and prices on each. I know 
that his advertising has been very suc- 
cessful, and so I take issue with Mr. 
Fowler in that particular case. 

Now, in Prinrers’ INK of Jan. 9, 
Mr. Fowler says: ‘* ‘The success of 
this advertiser is not an argument 
against the one-thing-at-a-time prin- 
ciple of advertising. This druggist 
advertised one thing at a time, viz. : 
cut prices. Cut prices was his watch- 
word, and under that definite heading 
he enumerated cut priced articles. He 
presented but one idea at a time—that 
of cut prices, and the several articles 
ulvertised in the same advertisement 
were a part and parcel of the cut price 
idea. To all intents and purposes, 
this druggist made but one point at a 
time, and he succeeded.” 

Now, to a casual observer, it is pretty 
hard to see just exactly what Mr. Fow- 
ler does mean. | In the first place, he 
criticises a man for advertising *‘ sev- 
eral things at the same time,” and 
then he criticises me by saying that 
‘this druggist advertised one thing at 
atime * * * He presented but 
one idea at a time.” I suppose, that 


if I cited the case of John Wanamaker, 
or R. H. Macy & Co., or Jordan, 
Marsh & Co., or any one of ten thou- 
sand large retail dealers who publish 
hundreds of different items in each ad- 
vertisement, Mr. Fowler would teil 
me that they were really only advertis- 
ing one thing at a time, viz.: the fact 
that their store was a better place to 
trade at than any other store in that 
community, and that the prices and 
descriptions appended were merely 
examples cited to prove the one thing 
which they advertised. As a matter of 
fact, every advertiser advertises one 
thing, and that is his superiority over 
his competitors, either in the quality of 
his goods, his facilities, or his low 
prices. 

One point at a time is a goo! enough 
rule in some cases. It does very well 
when you have only one article to ad- 
vertise and have not room enough in 
your advertisement to tell the whole 
story about it at once. 

If the space is large enough to tell 
the whole story, I firmly believe that 
it is best to make each advertise- 
ment complete, and not to take any 
chances on the reader’s having seen 
some previous ad. I believe in mak- 
ing one point prominent in each ad, 
but at the same time in telling the 
whole story. Sometimes the one point 
to be made can be made with good- 
strong head-lines and pica type, while 
the supplementary information can be 
set in nonpareil or agate. This is a 
very good plan. 

Mr. Fowler objects because T say the 
safe rule is to say all you have to say 
about a given article, and then if there 
is room enough left in your advertise- 
ment, talk about something eise. Mr. 
Fowler says: ‘‘ There should never be 
room enough left in an advertisement. 
An advertisement should be complete 
and not require padding of any kind. 
If a man has a given space to fill and 
desires to advertise some particular 
article, he should fill that space with 
that article. * A single sen- 
tence is enough to fill an entire news- 
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paper page if the business man has 
the money and the sand to spend it.” 
This brings up the fact that advertisers 
should never have a given space to fill. 
They ought to buy their newspaper 
space in bulk at the beginning of the 
year and use it as they need it. They 
should not have a little piece cut off to 
be used each day. They should not 
have five inches single to use, nor six 
inches double, nor any other fixed space, 
but should use the amount of space 
necessary for their ads each day. If it 
takes five inches, use five inches, and 
if it takes fifty, use fifty. But if you 
already have contracted for the six- 
inch space and have to use that much 
space every day, there is no reason 
under the shining sun why you should 
use that six inches for advertising an 
articie that is not worth more than one 
inch. ‘There is no reason why the 
whole space should be given to that 
one article when you have other things 
that are crying to be advertised. I am 
thoroughly convinced, both by actual 
store experience and by observation of 
the experience of others that the aver- 
age retailer will get much more trade 
from a six-inch advertisement which 
advertises six different things, than he 
will from a_ six-inch advertisement 
There 


given up wholly to one thing. 
are exceptions to this rule, of course. 
It-is sometimes desirable to make a 
particularly strong ad of some one ar- 
ticle, and then the whole space should 
be used for that article, and more 


space if necessary. But for the or- 
dinary, every-day, day in and day out 
ad, used by the average retail store, 
the mention and description of half a 
dozen things is better than the mention 
and description of one thing, provided 
always that there is space enough for 
the adequate description of all the ar- 
ticles mentioned, in type which is not 
too small to be readily readable. It is 
not necessary to set the advertisement 
in pica type—that is a fallacy which 
wastes more money in advertising than 
anything else. The old theory that the 
fewer words you get into an advertise- 
ment, the better it is, even though by 
cutting down the words you cut down 
the sense, is the most arrant nonsense. 
The best looking ad on earth will not 
sell ten cents’ worth of goods if it does 
not say something, and the worst look- 
ing ad that ever was published will sell 
goods if it does say something con- 
vincing. 

As a matter of fact, you can get good, 
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strong display for an advertisement 
without giving up half or two-thirds 
of the space to big type and borders. 
I believe in the use of all the space 
that is necessary, but I do not believe in 
using a single line that is not necessary. 

It is my belief that entirely too 
much value is attached to the display 
of an advertisement. I think that the 
display should be the last thing to be 
considered, even though it is the first 
thing that the reader sees. I think it is 
seldom profitable to occupy a full page 
or a full column with a single sen- 
tence. It is a very noticeable thing 
to do, of course, and a great many 
people will be impressed by it. They 
would think that the ‘* advertiser has 
lots of nerve,” but I am not so sure 
that he will sell them his goods simply 
because they admire his boldness. 
The mere fact that the whole page is 
used by the advertiser is an evidence 
that he is enterprising. He may fill 
the page full of type if he has enough 
to say. If he has enough to say to 
make the page solid pica, he is not 
padding his advertisement, but if he 
only has enough to say to fill one inch 
and takes the whole page to say it in, 
he is ceitainly padding the ad with 
superfluous white space. He is also 
wasting his money. 

I would just as soon think of using 
a great deal more advertising space 
than I needed, as of running a six- 
story double store when I had only 
goods enough to fill a single eight-by- 
ten room. A business man only runs 
as much store space as he needs. He 
is a good business man and is liberal 
in his allowance of space. He does 
not have the store crowded, and he has 
plenty of room to display his goods. 
In running his advertising space he 
had to follow the same principle. 

I am giving this matter considerable 
space because | believe it is important. 
I would be glad to receive expressions 
of opinion, which may be may have 
been founded on experience with 
either kind of advertising. 





For a Builder. 
Are You 
Saving 


Some money and yet iiving in a rented 
house ? 

Put your savings into a 
first payment and add a little to the amount 
you now pay in rent, and in a few years you 
will be out of the rent-paying class and into 
the home-owning class. 

Think it over and then consult 


GRAHAM & COOK. 
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For any business—(By Wolstan Dixey). 
“Style” 


is a different thing from fashion. 
The two ought to go together, but 
sometimes they don’t. There’s 
mighty little style about some 
fashions. Real style improves 
my one’s appearance, but some 
fashions would make an angel 
look silly. All our goods are 
right in this season’s latest fash- 
ions, and, better still, they are in 
true “style.” Every pattern in 
our stock has been selected for 
that genuine artistic quality 
which causes friends to exclaim, 
“* So becoming to you !”’ 





For Clothing Business—(By Wolstan Dizey). 


“ Every dog has his day.” 
Some dogs have two. 


But dog-days are over. It istime for 
a hat and tie to go with your winter 
suit. It is also time for a suit to go 
with your hat and tie. We can sup- 
ply the entire combination, or an 
part of it. There is plenty of “ go” 
about every article in our store, and 
very little come-back about anything. 
That is because every one is at per- 
fect liberty to bring back whatever 
isn’t satisfactory —and money re- 
turned. Our “H. & B.” three-dol- 
lar Derby looks as if it cost five. 
Looks the same way as long as you 
wear it. 


HEADLEY, BACKING & CO. 


As “Sam/’l of Posen ” says: 


“ All we want is achance.” Give 
us that, and we will give you values 
that you will remember when you 
are grandmothers. 

A man’s reputation is not founded 





on what he claims for himself, but | 
i | Piano in the bargain-room now that 


what people find in him. The 
people who read our 
not take the statements therein 
made as facts until they have 
learned through experience that 
what we claim tallies with what we 
do 


Don’t take our word for —-- Come and see 
for yourself. 





For Pianos. 
Come WHENEVER 
You LiKE - - - 


and stay till you get ready to go. You ma 
look around by yourself, if you like, or we'll 
help you. 

Anything you want to know about Pianos 
we'll tell you, if 28 years’ experience has 
made us competent. 

We have the finest collection of the finest 
Pianos in the world, and it is mostly made up 
of Steinway, Hardman, Gabler, Vose and 
Sterling. 

w thing in the bergain-room 
ro ro old square piano-that we'll 
take $25 for. It’s worth more to 
any one who wantsit-—we don’t. 


S. D. LAUTER CO. 





“ads” will | 





43 
For Hats—(By Frank Burrows).° 


How’s Your Head ? 


We’re not doctors nor phrenologists, 
nor do we refer to that difference in the 
morning, but we simply ask you this 
pointed question to remind you that you 
should take advantage of some of the 
rare Hat and Cap values that are being 
offered in our store. 





For any Business. 


Blacksmiths 
Do Not Make 
Watches ! em 


Nor do jewelers shoe horses. 
ow | man follows the occupa- 
tion for which he is best fitted. 
Nature, experience and ability 
has peculiarly adapted us for the 
iano trade. For many years we 
ave made a study of (* * *)in 
all its branches. We believe that 
the special knowledge we have 
thus acquired will be of utmost 
value to every prospective pur- 
chaser. Are you interested? 
Then look, compare—we know 
where the buying will be. 





For Pianos. 


In Going 
To Europe 


would you take a dilapidated, slow-sail- 

ing vessel? Would you go in a row- 

boat? Would you go by a line you knew 

was not very good or very safe, or would 
ou take a line that sailed the best and 
astest and safest ships? 

In buying a Piano, it might be well to 
follow the same line of action and buy it 
in the best and safest place. 

There’s a kind of second cabin square 


may be just what you want. If it is, 
ou’ll be ahead, for it is remarkably 
ow priced at $50. 
S. D. LAUTER CO., 
657-659 Broad St. 





For a Furrier—(By O. Herzberg). 


A LITTLE * 
KNOWLEDGE 


is not a dangerous thing when 
it saves you money, is it? 
And in buying furs a little 
knowledge of what is good 
and what is fashionable and 
what is really cheap, will be 
found most desirable. ur 
little booklet gives you this 
information. Send for it, and 
you will feel thoroughly 
posted when you visit our 
store. 


SEAL AND WALRUS, FURRIERS, 
—— Street. 





44 PRINTERS’ INK, 


AS BLACK AS NIGHT! 


4 ww > 
FROM THE N. Y. SUN OF SUNDAY, 
December 23d, 1894. 


Every daily paper in New York pays more for INK than I charge. Not one uses quite 
so good an INK as I sell. 

Two years ago the TAMMANY papers called Dr. Parkhurst’s assertion that there was 
vice in New York a very black lie indeed. 

Since then the Doctor has made his point appear to have been rather well taken. 

I began later than Dr. Parkhurst, but I, too, am making progress. 

Me and Dr. P. have created something very like a revolution, and it is going to con- 
tinue to revolve till printers and policemen rise up and call us blessed. 

The only lie that can be extracted from the above paragraph is the statement that I am 
an “alleged INK manufacturer.” I am not. I am not an ink manufacturer of any sort. 
I mereiy sell INK—the best in the world. 

Send for my illustrated price list, so beautiful and artistic, printed in five colors, with a 
living picture on the front cover. 





It will amaze you to learn that I sell ink, the best in the world, at from one-half to one- 
sixteenth the price other dealers charge. 


It will amaze you stil! more, possibly, to learn that I send out never an ounce until I 
have first got the price in my hand. 


This cash in hand before shipment scheme is the secret. 


My inks cost more to make and are sold for less money than other goods of the sam 
grade bought elsewhere in all this wide world. 


I return the money in every case where the buyer asserts that my inks are not the L-<t 


he has ever used. 


I have had occasion to return the money but once since I ¢ ed busi 
that case the buyer was honest enough to send it right back to me with a manly agelegy. 


ADDRESS 


WM. JOHNSTON, Foreman of Printers’ Ink Press, 
No. 10 SPRUCE STREET, NEW YORK. 








PRINTERS’ INK. 








- IT IS BETTER THAN COLONEL McLAUGHLIN’S CEL- 
EBRATED TEN CENT NEWS INK. 


Not a Order, 
But an Order from a Newspaper. —— =. 


THE EVENING STAR, } 
Washington, D. C. 
WM. JOHNSTON, Esq., 


10 Spruce Street, New York. 


Dear Sir :—We inclose herewith check for $100 in payment for 
five 500 lb. bbls. of your best News ink, to be shipped as soon as 
possible after receipt of this. The only criticism we have to make is 
that you guard as much as possible against offset. 


Very Respectfully, 
THE EVENING STAR NEWSPAPER CO., 
Dec. 27, 794. per Newbold. 


ae 


To Printers: 


Send Six cents for postage on my elegant Price List, in five colors, 
with a living picture for a frontispiece. 


Aw 


NO PRINTING OFFICE IS COMPLETE 
.-+es WITHOUT IT..... 


wer 


Carmine 121 cents an ounce. Finest Job Inks, black or colored, 
at $1.00 a pound. Best news ink in the world at 4 cents a pound 
by the 500-pound barrel. 

Address (always with CHECK in advance payment), 


WILLIAM JOHNSTON, Manager Printers’ Ink Press, 
10 Spruce Street, New York. 











PRINTERS’ INK. 
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The... 
Willing Horse 


always gets the load. 
The willing horse in Kansas City is THE Times. Its 
willingness to serve the public interests, boom its home 
City, shoulder the people’s burdens and mete out jus- 
tice to its 50,000 followers has placed it away ahead 
of its competitors as a business-getter for its adver- 


& 


tisers. 


ie 


me Kansas City Times 


DAILY, . 22,116 
SUNDAY, 27,000 
WEEKLY, 39,915 














Tue TIMEs is not only a power in Kansas City, 
but reaches out into the outlying Cities and Towns 
of Missouri and the greater part of the State of Kan- 
sas. Write or call for rates on 


S. C. BECKWITH, 
48 Tribune Building, N.Y. 469 The Rookery, Chicago. 
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PRINTERS’ INK. 


| sTHTTvHTH APE OTE 


Lb 
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. 


Teaching Fish 
To Swim 


Is absurd—just 


as much so as teaching prosperous ad- 
vertisers the value of the 


PITTSBURG 
PRESS 


as an advertising medium. They have 
learned its power to push business long 
ago, and have stuck to it. 





Daily, - 40,142 
Sunday, 34,224 





It’s the fellows who don’t know the 
value of the Press we are after. If 
you would learn, address 


S. C. BECKWITH, 


The Rookery, Chicago. Tribune Building, New York. 


A. 
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PRINTERS’ INK. 
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A ising Fable N 

dvertising Fable No. 8. 
A diligent daily loaded beyond his strength by a severe master, whom he 

had long Served, 3 and who fed his very sparingly, happened one day in his old age 


t» be oppressed with a more than ordinary burden of earthenware. His strength 
being much impaired, and the road deep and maoven, Be unfortunately ea 


trip, and unable to recover himself, fell down and broke all the vessels to pieces. 


His master, transported with rage, n to beat him unmercifully, against which 
Sealer, Shumate maken Shi atc umeisies restr les pine 
me of fvod, and then loading me beyond my strength, thou owest the misfortune 
which thou sv unjustly imputest to me.” —AZsop. 

There are men in business who say that advertising does not 
pay and who insist that they have lost money by it. A great 
many unskilful advertisers do lose money, but it is only because 
they do not treat their advertising fairly. They starve it and 
expect too much of it. Advertising won’t work miracles. It is 
merely an aid to business. It can be overloaded. A little ad 
won't carry a big business. A poorly cared for ad loses vitality—it 
can't do really good work. We are in our business because some 
business men haven’t time to properly care for their ad- 
vertising and because some don’t know how. We know 
how big an ad is necessary to draw your business along 
the road of success. 


WRITE TO US ABOUT IT. 


The Geo. P. Rowell Advertising Co. 


10 Spruce Street, New Yoru. 
























